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Only (000% can make her so lovely 


oe 


a 7 & 
By kind permission of Farley's Infant Pood Ltd. and Paul Catcher and Partners. 


...and when you're dealing with millions of copies, only Odhams full-colour photogravure can 
give faithful reproduction of this charming illustration from a recent Farley’s Rusks advertisement. 
Full colour in Odhams Big Three is the keystone of many national campaigns for 1953. Book 


colour in these three No. 1 periodicals now for °53 and profit from the use of the greatest power 
known to modern advertising. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, W.C.2 
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To The Editor.. 


: d les’: 
One day sales’: 
ent’s view 

ag 

Sin,—There is evidently a good 
deal of confused thought over 
what are described as “one-day 
sales.” There is a tendency to 
lump together under this heading 
the trading operations of all 
dealers and salesmen who enter 
an areca from outside, however 
long they May stay. 

fe are advertising agents tor 
some of the most extensive sales 
in the rainwear trade. Our client 
has been bitterly assailed as an 
itinerant trader and the must 
strenuous attempts have been 
made to persuade newspapers in 
various parts of the country to 
refuse his advertising. We are 
happy to report that, generally 
speaking, these unfair and pos- 
sibly illegal attempts to restrain 
his right of trading have failed 
although in one or two areas they 
have succeeded. 

As reputable advertising 
agents, we naturally made the 
most exhaustive inquiries as to 


the personal and commercial 
bona fides of the client, before 
we took on this account. In the 


result, We were assured by news: 
paper advertisement managers in 
several parts of the country that 
their direct dealings with our 
client had been perfectly satis 
factory and that they had not 
received any word of compla:nt 
from any member of the public 
as to the quality of the goods 
sold to them, or as to the repre- 
sentations made by the salesmen 

The point is frequently made 
that local tradesmen have to 
maintain premises, pay rates, and 


so on. It is not to be supposed 
that what I may call visiting 
traders are exempt from these 
obligations Indeed, the ren's 


they have to pay are frequently 
exorbitant. The staffs they main- 
tain are numerous, and thei 
advertising costs are proportion- 


alcly very much higher than those 
undertaken by most of their 
il competitors. We, ourselves, 


are spending on newspaper adver 


g alone at the rate of £20,000 
» year for our client. 

One striking feature of the 
whole affair is that, according to 
advertisement managers of my 
acquaintance, the people who 
are most vehement against our 
cheat and similar traders are not, 


as a rule, particularly enter- 
posing or lavish in their press 
advertising. While one appreci- 


atcs their resentment of trading 
which must constitute a severe 
chillenge to them, one must 
strongly deprecate the methods 
by which some of them endeav- 
our to safeguard their interests 
M. F. K. FRAZER. 
Managing Director, 
Lawson Trout ay Sy Ltd. 


Hiranded good goods and 
ice fixing 


sin,—I yu that I must have 
expressed myself extremely 
badly, for your correspondent E 
Searle Austin (November 6) has 
misunderstood my letter to the 
Financial Times. 

In a second letter to the same 
paper I tried to make it perfectly 
clear that | am not attacking 
branded goods. The purpose of 
my original letter was to draw 
attention to the fact that side by 
side with Board of Trade de- 
control of prices, there had sprung 
up a considerable increase in the 
number of manufacturers—speci- 
ally in the textile trades—who 
were branding far more goods 
than ever before, and who at the 
same time were endeavouring to 
fix prices. 

Your readers may not be of 
one mind as to whether or not 
this is a desirable development. 
My own view is that branded 
goods and free merchandise each 
have their space in the national 
economy, and that it is undesir- 
able to disturb the existing ratio 
between one and the other. 

Eric M. Gamace. 
Chairman, 
A. W. Gamage Ltd., 
Holborn, E.C.1. 


NEXT WEEK: Market Survey 
of South Africa. 


eee 


Hard words on 
soft drink 


Sin,—-Howard Wadman's crea- 
tive approach to the Frujade 
campaign (November 6) is, to say 
the least of it, unusual, After 
showing us at some length his 
barely concealed and rather self- 
conscious scorn for market re- 
search and marketing facts which, 
he claims, are a strait-jacket to 
the creative mind, he then merely 


replaces them with a series of 
deductions which appear to be 
based on nothing more than 


guesswork, 

if Mr. Wadman accepts—as he 
appears to do later in his article 

the idea that creative thought 
must fit into a framework of 
known facts, surely then, the re- 
search which he despises is a far 
sounder basis for campaign plan- 
ning than a series of daydreams. 
At any rate, the net result of his 


“stream of consciousness” ap- 
pears to be no more than the 
rather obvious thought that 


Frujade should be associated with 
the summer time! 

Heaven spare the soft drink 
manufacturers from the myopic 
gropings of Mr. Wadman. 

In complete contrast is Mr. 
Fieldwalker’s article on the im- 
portance of marketing facts in 
campaign planning. 

Joun R. POULTON. 
Director, 


John Bennington Ltd. 
London W.C.2. 


Are guidebooks 
necessary? 


Sirn,—Let me set the mind of 
“Unwilling Victim” (October 23) 
at rest: corruption of the 
kind implied in the refusal of an 
illuminated sign permit because 
of unwillingness to support a 
civic handbook is unheard of in 
municipal life. 

Are guidebooks necessary? The 
doubters should simply spend a 
few weeks in my office and see 
for themselves the never-ceasing 
requests for publicity material 
which pour in from local firms. 

And who should pay for them? 
It is surely unfair that the Smiths 
and the Browns of Back Street, 
ratepayers of the local authority, 
should pay the whole cost of local 
guidebooks, when the visitors and 
businessmen who come to the 
town as a result of their publica- 
tion spend their money with the 
local industrialists, hotelkeepers, 
shopkeepers and entertainment 
proprietors. At least part of the 


ADVERTISING 


ROE OUTDOOR ADVERTISING LTD. 
COMPLETE NATIONAL SERVICE 


LONDON (MANCHESTER 
73 Grosvenor t.Wi 20 St. Ann's Square 
Grosvenor 6228 Blackfriars 9786 


cost should be met through the 
advertisements of those who 
benefit by the publicity. 

T. PF. Uster. 
5 eaten | ae 
Sale, Chesh 


Rights of of the poster 
industry 


Sin,—The letter written by 
M. J. Smith (November 6) of 
Liverpool, concerning the activi- 
ties of my Association's Censor- 
ship Committee again emphasises 
the general ignorance prevailing 
upon this particular subject. 

The trade is not concerned 
with the pros and cons of any 
product or service which is ad- 
vertised upon its hoardings, It 
is merely concerned to see that its 


code of principles affecting 
general good taste should be 
uphel 


It should be made very clear 
that the hoardings are the 
property of the industry which 
must, as is done by all other 
media, exercise its right to see 
that nothing is exhibited upon 
them which is not acceptable to 
the general public and to the 
cause of advertising. 

H. H. MALLATRATT. 
Secretary, British Poster 
Advertising Association. 


Look, daddy! 

Sir,—lIs it really true that the 
B.P.A.A. have banned temper- 
ance posters? 

Last month I was travelling on 
the Underground with my young 
son, Looking at the film posters 
he asked: “Daddy, why are all 
these ladies shown without proper 
clothes on?” 

Perhaps the _ self-appointed 
censors of British advertising will 
tell how to answer his question. 

RONALD VICKERS. 
Old Vicarage, 
Littke Wymondley, Herts. 


Three things are essential to Trade—the 
manufacturer (or wholesaler)}—the retailer 
—the means of bringing the two together. 


Your specialised Trade Journal supplies this last essential 


CORSETRY« UNDERWEAR 
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WOMANS PICTORIAL 


Through Woman’s Pictorial 
meet Britain’s more discerning 
housewif:. Keen of judgment, 

she is willing to pay the little extra 

for something a little better. She is 
immensely practical in the running 

of her household, and maintains a good living 
standard by shopping wisely. Advertisements 
are important to this woman. You can sell 
to her effectively, consistently, week by week, 
by advertising in Woman’s Pictorial, 

her regular weekly magazine. 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., T 


better class 


weekly 
with the 


P. PUBLICATION 
RATE £120 - 4)d. WEEKLY 


LEETWAY HOUSE, LONDON, E.C.4 - CENTRAL 8080 
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House & Garden 
net sale 


; now exceeds 


SSS aS 


because more and more people turn to House & Garden 
every month for authoritative information on better living. 


House & Garden 


3/- monthly 
Sells: FURNITURE KITCHEN EQUIPMENT GARDEN FURNITURE 
CARPETS TABLEWARE & IMPLEMENTS 
FABRICS TABLE LINEN RADIO & TELEVISION 
HIN « & GLASS FOOD & WINES & 


on an ever increasing scale. £ 
ur £170 — Black & White £100 
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At the 
FORTUNE THEATRE 
on Nov. 17th and Nov. 18th 


YOU CAN’T 


TAKE IT WITH YOU 


All seats reserved at 


10/6d 7/6d 5’- and 2/6d 
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ADVERTISER'S WEEKLY 


On November 17th and 18th tne 
Ficet Street Players will be perform- 
ing at the Fortune Theatre. 

“YOU CAN'T TAKE 
YOU,” an unusual 
comedy by Moss Hart and George 
S. Kaufman, and the performance 
is in aid of the National Advertising 
Benevolent Society. 


. 
Newnes Led... 


work done by the National Advertising 
Benevolent Society 


TICKETS FROM 

Box Office, Miss D. Hewlett, 
Ludgate House, Fleet Street, 
E.C.4. Telephone Central 2412. 
10/64 7/44 S/- and 2/64 oll reserved 


These spaces are donated by George 


in appreciation of the fine 


ANOTHER NEW 
DETERGENT 


Thomas Hedley & Co. are 
test marketing a new house- 
hold detergent for the weekly 


limit 
Lambe & Robinson Ltd. 

In America there is a pro- 
duct marketed by the Hedley 
associate company, Proctor & 
Gamble, called Duz. This is 
described as a soap meng 


‘No early 
change’ 


No immediate change in the 
newsprint supply position § is 
likely to be foreshadowed in 
answers to two questions to be 
asked in the House of Commons 
to-day (Thursday). 

A. R. Hurd, M.P., will ask the 
Secretary for Overseas Trade, if 
he will remove the ban on the 
use of printed contents bills. 

Sir lan Fraser, a director of 
Illustrated London News 
Sketch Ltd., will ask a question 
about the present newsprint 
supply position. 

F. P. Bishop, M.P., general 
manager, Newsprint Supply Co., 
Ltd., explained: “When the pre- 
sent revised system of rationing 
was introduced on August 24 
there was an agreement between 
the Minister and the rationing 
committee that the rules of the 
rationing committee including the 
present restrictions on such things 
as contents bills would be main- 
tained for six months. Only three 
months have gone by and we are 
not going to start going behind 
our agreement now. 

“As regards the newsprint 
supply position, as chairman of 
the rationing committee, there is, 
in my opinion, no need to anti- 
cipate any early change in the 
present basis of consumption.” 


E. J. Robertson next 


A.A. 


MEDIA MAN IS 


president ? 


EXPECTED TO 


SUCCEED SIR MILES THOMAS 
‘Advertiser’s Weekly’ Special 
SIR MILES THOMAS IS TO RESIGN THE PRESI- 


DENCY OF THE ADVERTISING 


ASSOCIATION, 


WHICH HE HAS HELD, WITH DISTINCTION, FOR THE 


PAST THREE YEARS. 


| 


Fashion news in 
half-page ads. | 


Welwyn Department Store are 
taking a series of three weekly 
half-page advertisements in local 
papers covering the whole of 
Hertfordshire, to announce the 
creation of a new “fashion co- 
ordination section.” 

G. S. Gerrard Ltd. have been 
appointed to handle the scheme. 
Press advertising starts this week- 
end and will be supported by 
quad-crown posters on vans which 
deliver within a 30 mile radius of 
the store 

A fashion co-ordinator has 
been appointed to advise women 
customers on the choice of en- 
semble and accessories and how 
to purchase them inexpensively. 
Fashion displays will be organ- 
ised. 


Gerrard's have worked in col- 
laboration with A. P. Sweeney, 
the store advertising manager. 


After the annual meeting of 
the Association, to be held 
on Wednes- 
day, No- 
vember 26, 
the execu- 
tive coun- 
cil will be 
called upon 
to nomin- 
ate a suc- 
cessor. 
There is 
strong sup- 
port for 
the sugges- 
tion that a 
media man should be asked 
to accept the presidency, and 
an invitation may be extended 
to E. J. Robertson, chairman, 
London Express Newspapers 
Ltd. 

Mr. Robertson has been 
with the Express 30 years. 


+ 


E. J. Robertson 


‘Pictorial’ 
rates increase 


The Sunday Pictorial rates are 
to be increased by approximately 
10 per cent on February 1, 1953 

Examples of the increase are 
-single column, from £%6 to 
£40; 5 1/16 double column front 
half of paper, from £216 to 
£288 15s.; half-page solus from 
£1,400 to £1,540. 

“Our reason for making this 
increase is not the usually offered 
one of increased costs, but 
because we honestly feel that 
space in the Sunday Pictorial is 


worth it,” explains A. FP. Higgs, 
assistant advertisement manager 
“Many Sunday papers have 


increased their square inch per 
thousand rate by percentages of 
from 100 to 196 compared with 
1939. At its present rate of 
£21 6s. 8d. per column inch, the 
Sunday Pictorial’s square inch per 
thousand increase ts only 10°94 
per cent, and even in February it 
will be only be 21-88 per cent.” 


GIBBS-PEARS 
MARKETING PLAN 


Arrangements are in hand to 
co-ordinate the marketing activi 
ties of D. & W. Gibbs Ltd. and 
A. & F. Pears Ltd. 

Operations will be under the 
control of the present Gibbs 
board. This, however, will not 
be fully effective for some little 
while. 

With consolidation of the 
agency arrangements for the two 
companies, Foote, Cone & Beld 
ing Lid. are taking over the 
advertising of Pears Transparent 
Soap as from January |! 


LONDON OPINION keeps whole 
families laughing — AND 
BUYING! See that this light 
hearted monthly with the 
heavy reader response goes on 
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A full-page British Import Week 
advertisement in the “Montreal 
Gazette.” 


Stores’ support 
export drive 


The great success of the British 
Import Weeks sponsored by 
British Vogue Export Book in 
Eaton's stores across Canada is 
reported by Miss Sybil Mawdes 
ley'’s the Export Book's adver 
lisement manager 

Miss Mawdesley, who visited 
Torento and Montreal in com 
pany with Miss Rosemary 
Cooper, editor of the British 
Vogue Export Book, comments 
on the magnificent way in which 
Eaton's stores there supported 
the Weeks with three and four 
full page advertisements. of 
British goods daily in the Toronto 
Globe and Mail and the Montreal 
Gazette facsimile of the 
unicorn on the cover of the 
Book's Canadian Supplement was 
reproduced in the advertisements 

Miss Mawdesiey also visited 
New York, where, as a member 
of the Women's Advertising Club 
of London, she was entertained 
to luncheon by the President of 
the Advertising Women of New 
York, Miss Nadine Miller, and 
members of the committee 


al . . 
Festival Gardens 
. . 
publicity 
The Festival Pleasure Gardens 
received more than 12,000 column 
inches of editorial publicity from 
January | to October 18 this 
year 
This was considerably more 
than double the total column 
inches of paid-for advertising 
space, states Sydney Bull, the 


Gardens’ press and _ publicity 
officer 


. . 
Air P.R. dinner 

On November 21 the Air Public 
Relations Association will, for the 
first time since its formation in 1947, 
hold its annual dinner at the Press 
Club 

Sir Miles Thomas, president, Ad- 
vertising Association and chairman, 
British Overseas Airways Corpora 
tion, and Air Chief Marshal Sir 
Hugh P. Lioyd, Air-Officer Com- 
manding-in-Chief, R.A.F Bomber 


Command, will be the speakers. 


346 
Election polls criticised 


Reputation of research 
must be maintained 


The Market Research Society 
: prominent American user 


at its meeting last week heard 


of research severely criticise 


election polls and warn researchers to put their house in order. 
He was Andrew Heiskell, vice-president of Time Incorporated 


ind publisher of Life Magazine. 

Staung his belief that the polls 
were themselves a major political 
influence, he said that the poll- 
sters had let themselves be 
pushed around” too much by 
the newspapers Whereas the 
po listers and others were able to 
do a sound research job for com- 
mercial purposes, he questioned 
whether the techniques they used 
on election polls were as sound 
is they should be, or even 
whether it was possible to use 
these techniques with any degree 
of reliability in predicting the 
outcome of elections, 

Market research was facing a 
new crisis in America owing to 
the fantastic claims that were 
being made by some television 
companies. They would an- 
nounce in advance: “Fifteen mil- 
lion people will see this pro- 
gramme!” 

“Unless all of us make a great 
point of maintaining and build- 
ing the reputation of market re- 
search,” Mr. Heiskell warned, 
“we are quite liable to have no 


Sir Clive Baillieu, chairman of 
the Dunlop Rubber Company and 
past president of the Federation 
of the British Industries, is to be 


Association, at the Dorchester, 
on Wednesday, November 26. 


more research. Because business 
men don't really want it; you 
have to shove it down their 
throats.” 

Yet the business of market re- 
search was terribly important, he 
emphasised. 

One of the reasons why 
America had been relatively 
stable during recent years and 
had suffered only slight fluctua- 
tions was because research had 
enabled business men to plan 
their production much better. 

In the discussion that followed 
Mr. Heiskell’s talk, Dr. Henry 
Durant said he believed that the 
only people influenced by polls 
were political commentators, 
newspaper editors, and such like 
He had never seen any evidence 
that they influenced tne 
electorate. 

After indicating that the News 
Chronicle did not bring any 
editorial pressure to bear on the 
Gallup Poll, whose results it pub- 
lishes in this country, Dr. Durant 
added: “But in most cases polls 
are under very great pressure 
indeed from their publishers to 
publish as many election fore- 
casts as they possibly can.” 


(See Guest Column—page 356) 


Big response to 
Christmas \umber 


Many contributions have 
come in from the advertising 
and publicity clubs for the 
“Advertiser's Weekly” Christ- 
mas Goodwill Number to be 
published on December 18. 

The best of these are now 
being selected for publication, 
and every club which has con- 
tributed will be represented, 

Heading the Christmas 
Number contributors will be 
Sir Alan Herbert and Paul 
(Oddly Enough) Jennings. 


Posterless peninsula ? 


Gower Peninsula has been 
designated an areca of “special 
control” by Glamorgan County 
Council. This has been agreed 
by the poster interests 
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WILL ALLOW 
AGENTS 15% 


Several Midland papers an- 
nounce that they will increase 
their commission to accredited 
advertising agents from 10 per 
cent to 15 per cent as from 
January 1, 1953. Among them 
are The Birmingham Post, The 
Birmingham Mail, and The 
Birmingham Weekly Post; and 
the Coventry Evening Telegraph. 

In a letter to agents, H. 
Hatton, advertisement manager, 
Birmingham Post and Mail, Ltd., 
States: 

“This 15 per cent will, of 
course, be comprehensive. and 
there will be no extras of any 
kind or special discounts, cash 
or otherwise. In our view, the 
1S per cent rate represents the 
maximum commission that can be 
justified, and in altering our terms 
we look on jt as a final step so 
far as we are concerned.” 


Second thoughts 
permitted 
“Second thoughts” are _ per- 
mitted to entrants in the British 
Poster Advertising Association 
poster competition and even 
third and fourth ones may be sub- 
mitted, the organisers point out. 
Entry forms may be obtained 
from the Association, 48, Russell 
Square, London, W.C.1. 


Tightening up on mail order ads. 
‘will sustain public confidence’ 


“Public confidence in advertising, 
engendered by the high ethical 
standards so generally main- 
tained by advertisers and ad- 
vertising agents, is in some 
danger of being undermined by 
the alarming increase in mis- 
leading mail order advertise- 
ments now appearing in the 
press,” states the November 
News Sheet of the Incorporated 
Society of British Advertisers. 

“A determined effort is, however, 
being made to safeguard the 
public from being exploited by 
unscrupulous mai! order houses 
actuated solely by profit. 


After listing recent moves by the 
Newspaper Proprietors’ Asso- 
ciation, the Retail Trading- 
Standards Association and the 
Publications De partment, 
British Broadcasting Corpora- 
tion, the News Sheet adds: “All 
these measures are directed 
solely against the mail order 
trader who operates under false 
pretences. They cast no reflec- 
tion on the reputable houses 
which, between them, account 
for by far the greater part of 
an annual advertising expendi- 
ture of about £1 million.” 


London Transport Executive lent the automatic closing doors and the 
upholstery for this window display featuring Tenova socks at Austin Reed's 


in Regent Street 


The rest of the coach together with the models were 


constructed by Austin Reed's own display department. 
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ADVERTISER'S WEEKLY 


LI.P.A. offer help in drawing up code 


of standards for sponsored television 


ROLE OF AGENTS IN FORMULATING 
TASTE: SILVER JUBILEE TRIBUTES 


Tr Institute of I 


Practitioners in Advertising 


has offered to assist the Postmaster-General in drawing up 
a Code of Standards for sponsored television. 

This was revealed by Hubert A. Oughton, president, at the 
Institute’s Silver Jubilee dinner at the Dorchester. 


Some 540 men and women 
distinguished in advertising, 
journalism, and public affairs, 
heard Mr. Oughton express the 
Institute’s “vital concern” with 
this new medium which, he 
warned, would be judged “most 
critically” by the public as well 
as by the advertising profession. 

If and when sponsored tele- 
vision developed, it should be 
used by advertisers on its merits, 
and with the objective advice of 
their agents, he said. 

Describing how the Institute 
was formed 25 years ago tu 
improve advertising service and 
earn professional status for the 
practitioner, Mr. Oughton re- 
called the names of such great 
pioneers as Philip Benson, Regi- 
nald Sykes, James Strong, Winter 
Thomas, Lionel Jackson, and Sir 
William Crawford. 

Now. he said, the Institute had 
more than 600 Fellows and Asso- 
ciates. men and women, fully 
qualified by training, experience, 
and examination to plan and con- 
duct national advertising cam- 
paigns, and a great number fully 
experienced in advertising over- 
seas. 


Increase in buying power 


After describing how the post- 
war increase in buying power 
among a bigger proportion of the 
population had made a greater 
number of men and women 
interested in, and _ influenced 
through, advertising, Mr. Oughton 
said: 

“We are proud of our call- 
ing. To-day, advertising attracts 
many of the best brains, from 
universities and schools. Some 
of the foremost writers and 
artists make substantial con- 
tributions to our creative 
work.” 

Mr. Oughton paid a tribute to 
the creative men and women in 
the profession for their patience, 


skill and ingenuity during the 
years when space was s0 
restricted. Some of the most 


effective advertising ever seen in 
this country or elsewhere had 
resulted. There had been advances 
in typography; the presentation of 
newspapers and magazines had 
greatly improved; and outdoor 
advertising. cinema screen adver- 
tising, shop window dipvlay and 
package design, printing and 
reproduction were all better-- 
though not yet good enough. 
Mr. Oughton was replying to 
the toast of the Institute. proposed 
by John Boyd-Carpenter, M.P., 
Financial Secretary to the 


Treasury, who had stressed the 
value of standards of professional 
conduct. 

The inculcation of these 
standards, in a profession that 
touched the life and taste of the 
community as advertising did, 
was a function that went beyond 
the profession itself and had a 
not inconsiderable public signific- 
ance, said Mr. Boyd-Carpenter. 
The Institute had an enormous 
influence in moulding intellectual, 
aesthetic, and social standards. 

“We are passing from a 


needed was 
“Come and Get It’ to one in 
which the quality of the article 
and the way in which it is pre- 
sented to the public are decisive 
factors as to whether anybody 
will bother to come and get it, 
he said. 


The toast of the guests, 
responded to by Sir Gerald Kelly, 
President of the Royal Academy, 
was proposed by Douglas 
Saunders, a Fellow of the 
Institute, who claimed that adver- 
tising could sell an idea probably 
more easily than it could sell a 
product. Just as Hitler had sold 
a bad idea. it was not beyond 
the capacity of advertising 
people to sell good ones. 

Sir Gerald heard Mr. Saunders 
claim that day by day advertis- 
ing is endeavouring to narrow 
the gap between commercial and 
fine art. 

A tribute to the loyal service 
over the past 25 years of C. 
Anstice Brown, the Institute's 
director, was paid by Mr. 
Oughton and acknowledged by 
Mr. Brown. 

The Institute’s indebtedness to 
both Mr. and Mrs. Oughton was 
expressed by Harold Vernon, a 
past nresident. 


(See Mainly Personal, page 390) 


More spent on 
J 
advertising in U.S. 
The volume of national advertis- 
ing in the United States in the first 
nine months of 1952 was about 10 


per cent over the level for the entire 
za of 1951, according to Printers’ 


nk. 

September advertising volume 
showed no overall change from 
August. the publication noted, ut 
September advertising was 11 per 
cent greater than the same month 
a year ago. The largest gain was 
the 21 per cent for television, and 
the smallest was 2 per cent for 
magazines. 


The views on commercial tele- 
vision of organisations repre- 
senting the advertisers and the 
advertising agents should be 
co-ordinated before any recom- 
mendations are made to the 
Postmaster-General, the Incor- 
porated Society of British Ad- 
vertisers recommends in its 
News Sheet. 

It was a fair assumption that the 
advertising industry would be 
asked to draft or assist in draft- 
ing standards of practice for 
commercial television, states 
the News Sheet. For this pur- 
pose such bodies as 1S.B.A. 
and the Institute of Incorpor- 
ated Practitioners in Advertis- 
ing would probably be con- 
sulted. It was desirable that 
the authorities should be in- 


|... And what ISBA think| 


fluenced by the recommenda- 
tions of these bodies rather 
than by “minority opinions 
voiced by _ self-interested 
parties.” 

1S.B.A.’s radio and television 
committee, whose recommenda- 
tions will in due course be sub- 
mitted to 1.S.B.A.’s council, has 
now been considerably 
strengthened It comprises: 
F. W. Paul Corbould, chairman 
(Vick Internationa! Ltd.), H. P. 
Chilton (Horlicks Ltd.), N. F. 


Fabricius (Beecham Group 
Ltd.), Sir Harry Hague (A 
Wander Ltd), C. L. Hallas 


(Unilever Lid.), G. R. Hidden 
(Colgate-Palmolive-Peet Ltd.), 
P. Redmayne (Cadbury 
Bros. Ltd.), C. D. Thomson 
(Thos. Hedley & Co., Ltd.), and 
W. M, York (EB. K. Cole Ltd.). 


At the Silver Jubilee dinner of the Institute of Incorporated 


Practitioners in Advertising, left to right 


Mrs. C. H. Vernon, Dr. 


Patricia Chesterfield (Mr. Appleton's daughter), C. Harold Vernon, 
Mrs. Norman Moore, H. A. Oughton (president), Mrs. Oughton, 
H. T. Appleton, Norman Moore. 


Outdoor ad. regulations are 
‘untidy’, says Lord Goddard 


The Queen's Bench Divisional 
Court by a majority on Friday 
dismissed, with costs, an appeal 
by Dominant Sites Ltd., from a 
decision of Middlesex Quarter 
Sessions affirming the dismissal 
of their appeal by Hendon 
magistrates against two enforce- 
ment notices served on them by 
Hendon Council to discontinue 
the use of land at Northway 
Circus, Mill Hill, for the display 
of advertisements. 

The notices were served under 
the Town and Country Regula- 
tions of 1948, and the company 
contended that they were invalid 
as the advertisements were gov- 
erned by a local scheme made by 
the Council under the Town 
Planning Act, 1932, and preserved 
by the Town and Country Plan- 


ning Act of 1947. 

The Lord Chief Justice (Lord 
Goddard) and Mr. Justice Me- 
Nair decided that the Sessions 
were right in their decision, Lord 
Goddard adding: “These Acts 
are complicated enough in all 
conscience and if this case comes 
to the attention of the Minister 
it is hoved that he will exercise 
his powers to tidy up what, 
whichever view of the case ultim- 
ately prevails, is an untidy 
situation.” 

In a dissenting judgment, Mr 
Justice Finnemore held that the 
regulations of 1948 never applied 
to the land in question and 
thought the appeal should be 
allowed. 

The company were granted 
leave to appeal. 
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*‘Woman’s Own’ 
again 60 pages 


Another page issue vo! 
Woman's Own published to 
day (Thursday) 

To-day's issue contains 24} 
pages of advertisements, repre 
senting 73 national advertisers 
nine of whom have taken space 
n colour 

An announcement from the 
office of Stuart Mander, adve 
wement director, George Newnes 


Lid., states In view of the 
easing paper situation this a 
very creditable achievemen 


Withm the short space of seven 
weeks two fully enlarged issues 
have been produced, cach of 
which Was ver strongly sup 
ported by national ad ser 
This not only indiwates a high 
degree of confidence 1 Woman 
Own, but shows that whenev« 
there is eXtra space avajladic 
this great national weekly ther 
ire also extra advertisers only | 
willing to take 1 
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New Irish radio set-up: 
Sponsors under fire 


‘HANGES in the control of Radio Eireann, partially trans- 
+ ferring it from Civil Service control to a body with greater 
freedom but still under the supervision of the Minister for Posts 


and Telegraphs, will bring the sponsored show problem to the 
bol (writes our Dublin correspondent). 


Ihe station must derive more 

nue from sponsored pro 

snmes, but, at the same time 

ral existing sponsors § are 

ler fire from Dail deputies fo 

standard of their shows 

I station will have to live 

far as its programmes 

ind day-to-day operation ts con 

ved--on revenue from licence 

and sponsored programmes 

ind while loence fees are to be 

wieased, the obvious source of 
e money 1s the advertiser 

\dvertisers are willing to take 

but the threat of a tighter 

sorship on their programmes 


(managing director) 


Henry D. Da 
exhibits on the Productivity in Printing” stand at the Northern Productivus 


FE vhibition, in Newcastle, with the R 


of Supply, who opened the exhibinon. 


Mr Davy who was a member of 


Doig Bros. & Co., Lid., discussing the 


Hon. Duncan Sandys, M.P., Minister 
The printing stand was devised b) 


the Letterpress Productivity Tean 


Hulton on ‘Picture Post’ losses 


A tribute to the “good will and 
wtive help” of advertising agents 
wholesalers newsagents and 
others over what he calls the 
virtual re-launching™ of Picture 
Post, ws pand by Edward Hulton 
chairman and managing director 
Hulton Press Lid. in his report 
for the year ended March 31 
1982 

At the end of July, Mr. Hulton 
recalls, it was decided to reorgan 
ise the editorial department of 
the paper, and the selling price 
was subsequently reduced to 4d 
lt was also decided to guarantee 
advertisers a net sale of one 
million copies weekly and to give 
a pro rata rebate on advertise 
ment rates if the sales should 
fall below this figure 

“The reorganisation of Pretu 
Post Will inevitably, be a cost 
business, and is clear that the 
magazine will make a final loss 


at the end of the current financia 
vear, although occasional! issucs 

| make a profit.” the statemen 
continues Your directors, how 
ever. remain satisfied that there 
s a market, both amongst 
readers and advertisers, for a 
general weekly picture magazine 
of this type 

The Farmers Weekly, Eagle 
and Girl, are all making profits 
t 1s stated. and Housewife and 
Lilliput should make a profit 
during the vear. The book depart 
nent 1s doing well 

Net profit for the year avail 
able for appropriation is £14,775 
as against £165,647 in 1951) and 
the interim dividend already paid 
of 18 per cent less income tax on 
the 1,250,000 Ordinary shares has 
ibsorbed = =£ 12,304, 


leaving 4 


balance of £2.471, to which must 
be added last year's balance of 
£209,658. 


may deter sume of the “ mibblers 
it has been clearly proved that 
junch-time listeners want light 
and popular music, the current hit 
tunes. It is on this pe of pro 
gramme that a substantial public 
has been built for the sponsored 
programmes 

In the near fulure the Morning 
period —approximately 8.15 a.m.- 
9 am.—will be in the market 
and there is every indication tha! 
this time wil] be purchased if a 
reasonable amount of freedom ts 
permitted to sponsors 


No Women 


New Director of Broadcasting 
s Maurice Gorham, former editor 
of the Radio Times, head of the 
Light Programme. and later first 
post-war Director of Television 
with the B.B¢ Hi, appointment 
has been welcomed and he takes 
over his duties on January 1, but 
in the appointment he will be 
subject to a five man council 
headed by Charles Brennan, a 
director of imsurance companies 
Other members of the Council are 
in insh schola i folklore ex 


pert, a Professor of Dublin Umi 
versity and a Lectu in Econ 
omres at University College 

The Council with its high 
academic qualifications, ts some- 


thine of a disappointment in 
Ireland where it had heen hoped 
that show busines mld have 
heen represented 

There have also been protests 
that a woman should have been 
ncluded, What its att:tude to com- 
mercial broadcasting may be is 
not clear, but the station policy ts 
committed to a continuance of 
sponsored programme 

Speaking in the Dail recently 
the Minister for Posts and Tele- 
graphs (Mr. Erskine Childers) 
gave the following details of the 
number of hour sponsored 
programmes on Radio Eireann 

1948. 408 hours. 1949, 277: 
1980, 3O7;, 1981 412. 1952 (9 
months), 289 
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‘Only a few 
contravene 


Standards Code’ 


Advertisers and media owners 
who disregard the Code of 
Standards are in a very small 
minority and do not include any 
recognised agency, the Incorpor- 
ated Society of British Advertisers 
claims in its News Sheet 

It is pointed out that represen- 
tation on the committee adminis 
tering the Code was not, as yet. 
all-embracing though the support 
of the Newspaper Proprietors 
Association the Newspaper 
Society, the Periodical Proprietors 
Association, the Proprietary 
Association of Great Britain, the 
Advertising Association, the 
Institute of Incorporated Prac 
tittoners in Advertising and the 
LS.B.A. testified to its consider- 
ible strength 

Strict observance of the Code 
was now a condition of agency 
recognition and no recognised ad 
vertising agent was permitted to 
handle the account of an adver 
tiser who contravened the Code 
in any form of advertising he 
might employ. Investigation had 
proved that the offenders are 
media owners and advertisers who 
did not belong to any of the or 
ganisations represented on the 
committee 

The introduction of the Code 
was a voluntary measure taken by 
the industry itself and its contra 
vention did not constitute a legal 
offence The elimination of 
objectionable advertisements by 
those who. at the moment. were 
‘outside the pale” was, therefore. 
a slow process 


Cotton production 
in technicolor 


United Kingdom cinema audi- 
ences will soon be seeing how 
cotton is produced in Malta and 
how it is used in the United 
Kingdom. This wil! be the result 
of a short film which is being 
shot in colour at the Rigg Welts 
Textile Factory at Marsa by a 
team specially flown from Britain 

Rigg Brothers, associates of the 
Malta company in the United 
Kingdom, are sponsoring the 
film which is being made by the 
Theatre Publicity Company Ltd 


NO ADS. FOR ‘HANDSOME’ BUSES 


Salford’s Labour - controlled 
City Counci! has decided not to 
allow extermwor and additional 
nterior advertising 1 the Cor- 
poration buses vhoch would 
have vielded an ited £6,000 
a year revenue 

At last week City Council 


necting Alderman Ft Cowin 
stated: “We don't want our fleet 
of omnibuses. of which we are 
very proud, turned into mobile 
hoardings. It ha ways been 
the department cy to keep 
the fleet as hand as possible 

“Our civic prid the buses 
cannot be entered figures In @ 


ledger, but We consider it a 
valuable asset just the same. We 
are not prepared to sell that 
asset, intangible though it is, for 
the sake of £6,000." 

Councillor Mrs. Edith Parker 
observed: “By this decision we 
are turning down at least £6.000 
a year, but we have no hesitation 
in increasing fares of passengers 
riding on our buses because we 
cannot make ends meet.” 

Footnote: Advertising on Cor 
poration buses in Manchester 
Salford’s twin-city, brings in 
about £30,000 a year 
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London 


N. Ireland Premier tells 
of Ulster’s prospects 


Club News 


Lord Mayor as 
Christmas guest 


The Coronation Lord 
Mayor of London, Alderman 
Rupert de la Bere, M.P., and 
the Sheriffs will be chief guests 
at this year’s Christmas lunch 
of the Fleet Street Column 
Club. It will be held at the 


a Lord Mayor of London has 
been a guest of the Club. 
The theme will be civic, and 
there will be the usual carols 
by the Club’s own choir, the 
Alsatian Revellers, and other 


. 
Bright sparks 

Coventry Publicity Association 
celebrated Guy Fawkes Day with 
an address on fireworks by D 
Buckland-Smith of Manchester's 
Belle Vue 

“Buckland”. outlined the religious 
origin of fireworks as used by the 
Chinese and Arabian mystics many 
years before Christ, also in t 
arenas of Rome, latterly the dis- 
play in this country from 1572 
onwards. 


Norwich and Norfolk 
Talking type 


Every type is meant to be read, 
and unless it conveys a message 
understandably and ple asantly with- 
out distracting the reader's attention 
it fails in its purpose, said Mrs. 
Beatrice Warde, publicity manager, 
Monotype Corporation Lid., in a 
talk on “Choosing the Type,” to the 
Publicity Club of Norwich and 
Norfolk. 


President Allan G. 
president David C. 


Stephen and Mrs. 
Gourlay and wife; 


By its information services, Ulster 
has gradually succeeded in showing 
the people of Great Britain and 
elsewhere, especially in Canada, that 
it offers good prospects for new in- 
dustries, without the interference 
that might be expected im other 
places, said Lord Brookeborough, 
Prime Minister of Northern Ireland. 
at the Publicity Club of London on 
Monday. He was speaking on 
“Ulster, To-day and To-morrow.” 

The Northern Ireland Govern- 
ment, commented Ivan  Luckin, 
chairman, was alive to the value of 
publicity. This it had demonstrated 
by increasing its grant to the linen 
industry for trade publicity from 
£40,000 to £60,000. 

Asked for his views on linen in- 
dustry publicity, Lord Brooke- 
borough said that with the shortage 
of money people became inclined to 
look for articles nearly as good as 
linen but costing less. The aim of 
publicity should be to combat the 
danger of the value of linen being 
lost sight of. 

Explaining Ulster’s industrial 
policy, he said there had in the past 
been too much dependence on Be 
building and linen, which, with 


S.O.S. for veterans 


The Publicity Club of London 
would like to bear from individuals 
who have been on the advertisers’ 
side of advertising for over 50 
years. Particularly so are men 
who hold the position of director of 
advertising, advertising manager, or 
assistant advertising manager. They 
are needed to participate in a meet- 
ing at the Waldorf Hotel next 
March entitled “Fifty years in five 
minutes.” Veterans on the agency 
and publishing sides will also be 
taking part. 


agriculture, were the principal in- 
dustries. In a slump, there had been 
suffering through serious unemploy- 
ment. Successive governments had 
therefore tried to encourage new in- 
dustries. Since 1932, some 205 indus- 
trial undertakings had been estab- 
lished his policy had shown its 
benefits, for throughout the recent 
textile recession, practically all the 
new industries had maintained full 
employment. 


Stephen (both seated) with vice- 
former hon. secretary, James T. 


Jack, and wife; and hon. treasurer, Fred D. Greenhill, at the Publicity Club 
of Glasgow's annual dinner-dance, in the Grosvenor Restaurant, 
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At last week's meeting of Wolverhampton Publicity Club, |. to r.: 

guest speaker; 

chairman, advertisement manager, 
Star.” 


Johnston (of the B.B.C.) 
dent; and L. J. Staliard 


Bnan 
Lt.-Gen. Sir Oliver Leese, presi- 
“Express & 


LT. Cor. 
MW. “BEE” 
a 


pene A waieoe RW 
(LADIES AiRsr) Sas, 


Ran 
MR atione, “ 


The annual ball of Sheffield Publicity Club was the subject of this cartoon 


in the “Sheffield Star” 


on Saturday—here reproduced by permission of the 


Sheffield Telegraph and Star Lid. 


Berks and Bucks 
How direct mail 
boosts results 


A foolproof mailing list is the 
alpha and omega of any direct mail 
campaign, according to John F. 
Derry, manager, McGraw Hil! Pub- 
lishing Co., Ltd. 

Whenever direct mail was used in 
conjunction with any other 
medium—he told the Berks 
Bucks Publicity Club—the 
were surprisingly high, 
greater than with separately 
media. 


Sheffield 
‘Marshall aid’ 


A ton of coal and 50 yards of 
wire netting were among the prizes at 
the annual ball of Sheffield Publicity 
Club last week. 

Zena Marshall, the film actress 
was guest of honour and presented 
the prizes. Welcoming her, the club 
president, Lt.-Col. M. W. Batchelor, 
pointed out that the club was receiv 
ing “Marshall Aid.” He presented 
her with a canteen of Sheffield 
cutlery. 


In Brief... 


The first public speaking class of 
the season was held by — and 
West Publicity Club last we 
Jack Corbett of the Goodye 
& Rubber Co., Lid., addressed the 
first mecting of the newly formed 
junior section of the Publ: : y Club 

of Wolverhampton on “display.” 


ur “ 


.. J. W. Hallowell, advertisement 
manager of the Hull Daily Mail 
and Times produced the souvenir 
programme for Hull’s 22nd gala. 

W. Musgrave-Wood spoke on 
“Colour” at the first meeting of the 
new associate section at Leeds. 
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W. J. Curtis joins 
Bengers’ boards 


Benger's Lid. and Benger Labor 
atories Lid. have appointed W. J. 
Curtis, of Burroughs Wellcome & 
Co., as their marketing controller 
and a member of their boards 
M: Curtis joined Burroughs 
Wellcome & Co. in 1938 as assistant 
to the advertising manager After 
a penod as manager and 
marketing executive, he was ap 
pointed manager of the marketing 
and publicity division in 1945 
Curtis continues as chairman 
of the sub-committee of the Adver 
tisement Investigation Department 
of the Advertising Association 
concerned with medicines and 
treatments He represented Bu 
roughs Wellcome & Co. on the 
publicity committees of the 
ation of British Pharmaceutical 
Industry and th Association of 
British Chemical Manufacturers. 
* * 


assistant 


* 
board of 


At a meeting of the 
Benn Brothers Lid. on Monday, 
N. B. L. Wallace, D.S.C., was 


director of the com 
Before the war he was 
Scottish office of 
Benn Brothers 
Lid. as an 
outside adver- 
tising repre- 
sentative. He 
joined the 
RN.V.R. in 
1940, was in 
command of 
1 flotilla of 
issault- land 
ng craft from 
, the carly days 
of Combined 
Operations, 


appointed a 
pany 
attached to the 


operations in Normandy on D-day 
Rejoining Benn Brothers Ltd. after 
the war, bh manager of 
the monthly journal Industria 
Britanica and last year he was ap 
pointed manager of the Hardware 
Trade Journal 


first becan 


* * * 
Harry Gould, sales manager of 
Percy Trilmick Ltd. for many years 
has joined London Town Dresses 


Lid Great Portland Street, W.), 
as Sales director 
* * 

Peter Tayler has joined Graham 
& Gillies as a production traffic 
controller He was formerly en 

iged in a similar capacity at 
w Ikes Bros. & G nwood riot 
to 1980 he was in the production 
department at Samson Clark's 

* . 

Ronald Hatchison, formerly o 

senior advertising executry with 


the Myer Emporium of Melbourne, 
has joined the staff of Derricks as a 
copywriter 


Brian Hackerby has been ap- 

nied a group production execu- 

by Nevin D. Hirst (Advertising) 

Lid Previously he was publicity 

inager for Waldrens, the York- 

> bedding firm. He had served 

five years with Charles S. Metcalf 
(Advertising) Ltd., Leeds. 

* * 


* 
Frank S. Viner has 
umted circulation manager for 
week's European edition with 
headquarters at the Paris office. For 
the past five years he has been U.S 
crculation manager for the Dail; 
Telegraph in New York. 
* * 


been ap- 


Donald 8S. MacLaren, advertise- 
ment manager of the Siretjord and 
Urmston Telegraph series, is taking 
over similar duties with the Salford 
City Reporter, a sister paper. With 
John Hask as assistant, Mr. Mac- 
Laren will now act as advertisement 

inager of all three papers. Mr 
Husk was formerly wih H. G 
Harris Ltd., advertising agents. 

* oo * 


Clark Matthew 
on his own 


(Clark Matthew has resigned from 
Jenolite Lid., where he was public 
relauons executive controlling all 
publeity, to form his own business 
promotion organisation. His plan is 
to develop an inter-Dominion se: 
vice tO promote business within the 
Empire. Until import bans are 
eased, his efforts wil go into 
establishing and extending accounts 
in Britain. His company is hand 
ling trade and industrial accounts 
exclusively. 


* oa * 
Peter Eari has been appointed 
publicity manager of Jenolite Lid., 
in succession to Clark Matthew. He 
will control publicity, advertising 


ind exhibition work and will edt 
he house organ, the Jenolite News 
Afler newspaper experience, M 
bar! joined the 600 Group publicity 


department in 1949, 
June to work for 
* 


resigning last 
Jenolite. 
* 


Vv. E. Hughes, for four years 
press officer of Marconi’s Wire ‘ess 
Telegraph Co., Ltd., has left to set 
nN private practice as a press and 
public relations consultant His 
place at Marconi's will be taken by 
John A. Duguid, bis assistant since 
February, who was previously for 
two years on the staff of the 
Hexham Courant, Northumberland 

* * 

J. G. Fitzgerald (the controlling 
shareholder) has been elected chair 
man of the board of directors of 
Publicity & Editorial Services Lid 
A. Dacre Lacy who is manager and 


director is assisted by P. Heath- 
Saunders. The other directors are 
D. Courtney Embley, EF. Dacre 


Lacy and B. Courtney Embley. 


COVER PROSPEROUS COVENTRY 


LEAMINGTON SPA, WARWICK, RUGBY and NUNEATON 
by including ‘The Coventry Evening Telegraph” 


in your schedule. 


LONDON OFFICE: 80 Fleet Street, E.C.4 Telephone Central 2695 


W. C. Ormond has just been made 


gencral manager of Jonsson Adver- 


eigies Oree 
yo KO 


Clement O. Bradley, of 


1951 to go to Jonsson’'s as 


Miss R. E. Essex (Church Times), * * 
New members of the British Sales 


Buck, sales promotion man- 


Wiggins (Har Cry) - 
ee Eames, sales promotion 


aoe manager, John Edgington 
4. Patrick Hearne, 


ind Kenneth H. Leach, 


Herbert W. Wills, sales: pr omotion 


~ ‘Expenston at 
Lambe & Robinson 


Doulas ‘deen, = o 


P. J. ae has b agency from Charles W. Hobson 


Miss Joan F. Hewitt 
from Creative Journals Ltd. 


ow > « ae co 
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¢ chgious Kly P. Bat , Fe Reg. : 
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Miss R. E. Essex, editor of the senior account executive. On August ' 
- Church 1 mes D. &. Kessler, man 1 of this year he became assis- | 
“y, . teens j » Chronicle tamt general manager. He is a mem- 
wing d y ew onicle . is F : : 

; er of the § y of Diploma 

5 ' 

4 ee 

ie? . Pp les 

F Lucher Dr. J. j 

. Walsh I id Col. A, 3: 4. 

fe Associates of the 1.1.P.A. elected S ) J. Ewins, ad- } 
2. to Fellowship: H. F. Crowther, 

. Clifford Bloxham, F. J. Galliano, 
ay j _ A. Everett Jones and J. M. Slater. =! — 
76 : | € The membership of Townend-Smith Ltd C. A. Jackson, Colman, 

> ee : & Hardy Lid., has been transferred — Prentis & Varley Lid.; L. Shalson, 
ie : from registered to that of incorpor- sales manager, Caprice Ltd.; James | 
nes 4 ated practiuoners Montgomery. district traffic sale | 
ee a marae, lieialaieeield 
— Derek S. Rex has joined Greenlys assistant district traffic sales man- 

A ; Lid. as assistant to th nanager of ager, Pan American World Air- 
fe 7 the outdoor pub y department. ways Inc Alan G. Nicholls, 
cs He was previously with Foote, Cone " 

4 & Belding Lid 
4 * * “ 
‘i §. R. Brittain has been appointed 
im space buyer, and H. G. Baulcombe 
be production manag { L. Graham 
Phe. Browne Advertising Litd., Birming- 

i d 7 heak ANN 
e | awarded the * * * The appointment of Ted Caven- 

: } DS« for A. 5. Fearon has been appointed dish to the board of Lambe & | 

| Rms be mage ona 4 Bo tical Robinson Ltd. is part of a large 

4 | P _ i ' pd rm ~A P 11 trade scale expansion affecting the whole 
es | be = . a ~ o aiase ef agency At Sceptre House, Regent i 
oy j k - se “ ‘H . sen vee Street, another complete floor has : 
| po reul — manag (” C entury been taken over. Eighteen new ap- 

: circulalo nag 1 ' | 

: , , . pointmerts have been made recently. j 
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ae of the editorial staff buver at Scott-Turner & Associates | 
* * * Lid senior copywriter, Gordon } 
John Cain, who has been editor Lack, formerly copy chief, D. J. | 
since 1946 of the packaging and Keymer & Co., Ltd.; account 
: advert'sing journ Sales App-al, executive, Michvel C. Paine from 
published by Creat ve Journals Ltd.. Everetts Advertising Ltd.; senior 
has become adv nent deveiop- visualiser and layout man, Peter 
ment manager of Picture Post under Lowry, from London Press Ex- 
7 George A. Cooper, ivertisement chanee Ltd.: controller, Gerald M. 
oy manager He w ke charge of Mavlett, formerly senior traffic 
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SPECIAL FEATURES 


‘*What’’, we used to be asked as 
children, ‘‘ is your hobby ?’" We were 
important people then. Now, unless we 
are considered copy for Who’s Who, 
nobody knows or cares. 

Yet it is part of the service of a good 
newspaper to cater for these personal in- 
terests. Besides the features already men- 
tioned in this series, The Daily Telegraph 
is noted for its highly individual regular 
articles by Marsland Gander on Radio 
and TV, Richard Capell and Martin 
Cooper on Music, T. W. Earp on Art, 
A. J. Smith (with a problem) on 
Bridge, H. H. Thomas on Gardening, 
and, for those of importance, 
“ The Children’s Daily Telegraph”’. 

That is part of the reason why the 
Telegraph is not merely glanced at but 
read — why the whole family examines 
all its pages. 


Che Daily Telegraph 


is the paper people trust 
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Press needs a 
P.R. campaign 


The “newspaper hierarchy 
ountry should ser 
answering 

by means 


of 
usiy ¢ 
attacks 
of 
pub « 
perhaps 
Newspaper 
n and 


news 


Making this p.ca 
a junch-hour talk 
Institute of Public Relations 
Donald Barrington Huds 
(senior public relations cxeculive 
Patrick Dk ind Associates 
Ltd.) said that the campaign 
should seck to educate the 
¢ in the fascinating story of 
British press 
He made 
part of a 
which have 
PROS 
Pleading also for 
trial news in the papers, Mr 
ringion-Hudson spoke of 
pride and pleasure t the 
ind women in the factories 
ng their work 
in the papers 
of the 


spotight 


to the 


an 


} 
nub 
pu 


the 


this 
comment on 


suggestion is 
attacks 
been igainsl 
indus 
Bar 
the 
men 


felt 


more 


in see 
ibout 
he prime duties 
not always to 
men, but to present an 
picture of industry,” 
emphasised 


As an 


present 


way of 
reports was 
d-fashioned and out of tune 
the times. By contrast, the 
American reports were often most 

ssive they showed the 

on of the cake.” Company 
ould indicate the rea 
management decisions 
n how the profits were divide 
up, and should give the com 
background, history, and 
ons 


80th birthday 
Ww 1 


ht (f 
va) 


example 


company 


our 
ne 


with 


eons for 


Many § 


nirat 
pira 


- 
day) issuc 
’ ROth 
id appear 
ph Journal A 


? morrow's 


£500 design contest 


York ft ' ! f h 
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Census figures now offer fres 


marketing data 


PROOF FOR THEORY ON ‘EARNERS’ 
AND THEIR SOCIAL GROUPINGS 


‘aluable marketing informa- 
tion cam be gleaned from the 
report “Census 1951, Great 
Kritain One Per Cent Sample 
lables Part II” now on sale at 
the Stationery Office (price £2). 

Hy the time this is in print (writes 
search expert) the daily papers 
have produced their dramatic 
uncements (illustrated by thumb 
sketches in cases where the 

aders are presumed to be quickly 
bored by figures) and we shall 
i!] know that over half (57 per cent) 
f he 14,481,500 houscholds in 
7 

cr more mm 

one person households 

papers have told us too 
about one houschold in a 
dred has a resident domestic 

vant and fewer than one in a 

sand have more than 

mty years ago there were, in 
Ingland and ales, nearly 750,000 
dent domestic servants; now 

are only 178,000 The pro- 
sional humorists will be glad to 
know that the average British 
household contains three and 

hs people, but the wise 
tion will prefer to say 
son household is the most 
| one (about 4,000,000 of these), 
ly followed the 3-person 
establishment Gust over 34 million) 


Make-up of households 
t first two sections of this 
haa document (numbered V and 
VI) are a continuation of Section 
1V of Part I, where the number of 
persons in households of different 
sizes were first recorded. We can 
now learn a certain amount 
about the make-up of these house 
holds and Table V.I enables us to 
separate out the single, widowed 
and divorced houschold heads from 
the married” ones or examp!l 
wo of every three single pe 
son households consist of 
widowed or divorced women, the 
it majority of whom (69 per 
nt) are aged @&) and over 
\ further classification 
al class of the 
s given in Table 
iss divisions ar¢ 
Part I, simply a 
of the 
wided 
tnidren (under 16) and 
h type of houschold 
These “earner” figures 
ting, particularly when they are 
wiated with the social class 
sping, for they give a statistical 
foundation to what we have always 
1 to be true, namely, that 
of earners in a house 
i tends to increase as they & 
the l scale 

sbout 30 per cent 

households in Social Class | 


one 


usu 


by 


more 


out 


sing! 


by the 
household head 
V.S. These social 
as was ¢ xpl ined 
five-fold group- 
Det are 
number of 
“earners” in 


occupations 
too, of th 


are inter- 


ame 
number 


pve 


For turther infor 


ase write to: Head of Advertisement Department, B.B.C 


hav ymly one 


ine while the 
lass V is about 


pecifically 
with the ¢ 
house holds 
new defin 
Family 
H 


t 


(Primary 
Composite 
Nucleus 
conces mased on a division 

f the houschold 1 Ss imto Six 
groups wps con- 
{ and his 
spouse, 
fth group 
domestic 


covers 


ALn 


~warders and more d relatives 


‘Fissionable elements’ 

The Family Nuc 5s i a sub- 
division of the last group and its 
extraction ten » indicate 
called 
composit 
he people 
» move to 
The note 
mphasises 
»rovide no 
which 
t wish to 
re avail- 
nany owe 
the hous- 


ire 


5 furth 
he Census rec« 


evidence as tk w or 


to sound 
Table V.1 
f the total 
in accord- 


is given 


umber of 


excluded 
when con- 
of house- 
le VL1 
Institutions 
hiouse holds’ 
4,300 peo 
ischolds 
“Supple 
ven major 
ded into 
ireas pro 
f valuable 
ake-up of 
) popu mn groups 
These seven conurbations between 
them account for about 38 per cent 
of all the people in the country 
and this section of the Revort will 
be discussed in our next issue by 
B. D. Copland. 


Average Week'y ‘\ 


Publications 


sie (A.BC. Jan.-June, 


This window display was 
by Haro (B. L. Kearley 
Industrial Publicity Service 
behalf of the Fourth City 
Society 


._- —_ 

Big demand for 

‘ s ’ a 

town’s P.R. service 

The national and specialised press 
constantly use the services of the 
Wolverhampton Corporation Public 
Relations and Development Depart- 
ment, F. Avery, P.R./ development 
officer, claims in the report which 


he has issued following the com- 
pletion of his department's first five 


designed 
Lid.) for 
Lid. on 
Building 


report, which 

favourably commented 
Wolverhampton, Birmingham and 
Staflordshire press and the B.B.C 
describes the department's publica- 
tions and its publicity work which 
includes posters, brochures, leaflets 
newspaper and en advertising 
and bus window stickers 

“The newspaper is without doubt 
the cheapest and most effective 
medium for the dissemination of 
information,” it states 


been 
on by the 


has 


Scre 


. . 
Calligraphy in 
advertising 
John Woodcock, a member of the 
Society of Scribes, addressed the 
Society of Typographic Designers 
n the Monotype Lecture Room, 
Fetter Lane, E.C.4, on calligraphy 

traced the history of writing 
from the time of Charlemagne to 
the present day, and thought that 
there was an opportunity for greater 
use of this form of lettering both in 
advertising and printing Calh- 
graphy could sometimes do a better 
job than type or the more familiar 
lettering, he said 


. 

In debt to printers 

Printers, masters and men, repre- 
sent the most highly educated of-all 
the trades, said A. D. Mackie, editor 
of Edinburgh f Dispatch 
proposing the toast of the British 
Federation of Master Printers at 
the annual dinner of Edinburgh 
PLK.AT mployers’ Association 

Mr ressed the indebted- 
ness of a to the educated 
printers often put them right 

F. Russell Baylis, president of the 
B.F.M.P., replied 


ening 


“we .. The Listener 
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Ne a ean ee San ee Pa 


the NY 
im 
the Sunday Pictorial is read by one ery Week 


family in every three in Great Britain. 


With an average net sale of 5,046,640, 


Every Sunday—the best advertising 
day of the week —it is delivered into 
millions of homes all over the country. 
It is read by this huge proportion 
of Britain’s mighty mass market on 
the day they have time to read adver- 
tisements at leisure, when advertising 
messages sink in and there is time to 
discuss the pros and cons. 


Space in the Sunday Pictorial is 
remarkably economical. Compared 
with 1939, its square inch per thousand 
space rate has increased much less than 
that of any other Sunday newspaper. 
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‘Salesmen must be helped—not harnessed’ 


NEW CHAIRMAN 


FAVOURS ‘BRASS 


TACK’ ISMA BRANCH MEETINGS 


4p responsibilities facing 


tn 


market—the first for 13 years were emphasised by F. A 
Harrison, the newly-clected chairman of the Incorporated Sales 
Association, at a luncheon following the Association's 


Managers’ 
annual meeting last Thursday. 

“Sales managers were made for 
the buyers’ market,” said Mr 
Harrison, who is Managing 
director of The Pyrene Co., Lid 
“They welcome the necd to pro 
mote sales. They relish the crisp- 
ness of competition, the excite 
ment of enterprise, the stimulus 
and satisfaction of having a sound 
selling job to do.” 

He stressed that they would 
need to concentrate on creating 
demand = in- 
stead of fill- 
ing it. They 
would also 
have to help 
their sales- 
men more 
and not 
merely .o 
harness 
them, It was 
their respon- 
sibility io 
keep the fac- 
tory busy 
and to main- 

F. A.J. Harrison tain full em- 

p.oyment. 

“To make people want to buy 
your goods or services you will 
need to do more original thiaking 
to keep ahead,” he sar 

He forecast that the value of 
1S.M.A. membership and the 
personal exchange of experi- 
ence and practice the 1S.M.A 
provided would be even more 
valuable in the year ahead. 

Branch meetings would need 

to be on “brass tack” subjects 

He said he would ask the 
Counc! to authorise the director 
(D. R. Griffiths) to provide ways 
and means of proceeding with his 
idea for Best Current Practices 
Panels “one of the most practical 
methods of helping members to 
keep abreast of the times.” 

The panels could discuss such 
subjects as the proportion of ad- 
vertising to sales expense, disiri 
bution methods, methods of com 
puting sales costs, and overseas 
representation, He urged mem 
bers to send in their own sugges 
tons 

Mr. Harrison continued: “We 
are convinced that properly ap 
plied sales management can effect 
gfeater economy in distribution 
costs and it can earn appropriate 
profits 
“Qualified sales managers are 


fr @"sportation adve! 


necessary to get the best pos- 
sible results all round, to secure 
further business development, to 
maintain employment, and to ic- 
pay the shareholders for their 
risk capital. 

“To do all this we must yy 
in the younger men—many 
whom have as yet little tes 
ence of the buyers’ market. Let's 
go out after these younger mea 


ROYAL PATRON 


In a ietter from Buckingham 
Palace announcing the Duke's 
acceptance it was stated: “His 
Royal Highness has lately under- 
taken a ofr bilities 
but at the same time he will do 


and make sure we help them io 
qualify for the responsibilites 
which they will have to shoulder 
he Association has the 

responsibility of build ng un tne 
effectiveness of the sales forces 
upon which British industry now 
depends. 

“It is a big national trust and 
I ask you all to take your per 
sonal share in shouldering this 
responsibil ty. Let us have one 
big combined crusade for better 
sales management,” he concluded 

G. La Niece has been elected 
a vice-chairman and E. A. Abbott 
has been made a national! coun 
cillor 

It was announced at the 
luncheon that an Irish branch of 
the 1S.M.A. had been formed 
The inaugural meeting would be 
held on December 12. 


. . 
‘Most worthwhile job’ 
. . > 
in advertising 
Entitled The Most Worthwhile 
Job in Advertising is an attrac 
tive little brochure wh ch Samson 
Clark & Co., Ltd., have produced 
for NA.BS. Describing brietly 
how N.A.B.S. provides help where 
help is needed, it also includes a 
contributions voucher. 
Giles has contributed amusing 
front and back cover illustrations 


en 


hex trelux 


This Regent Street window is given as an example of the display 
which “puts the name well to the fore and tells a simple, easily 
understood story.” 


Publicity for 
home-grown 
produce 


The need for a nation-wide 
publicity campaign for home 
grown produce is stressed in the 
of Fruit Trades Journal. 

“The ‘Eat More Fruit’ cam- 
paign has always been re- 
garded by both the trade as well 
as advertising circles as one of the 
most successful publicity ventures 
ever undertaken.” states the 
article. “True, it was expensive 
even by pre-war standards, but 
no one Would say that the results 
did not justify the expenditure. 

“To-day, we have advertising 
on a national basis for many 
commodities, and in certain 
isolated cases. for particular 
brands. South African and Israeli 
citrus, the Cape deciduous fruit, 
and last season's efforts of the 
Tomato and Cucumber Market- 
ing Board are examples of direct 
contact with the public. The 
consumer is constantly reminded 
of the delights and health-giving 
properties of these fruits of the 
earl 

“With the'r Market Society. the 
National Farmers’ Union have 
striven hard to make the public 
realise the importance and ability 


of the British grower. but it must 
be conceded that their efforts to 
interest the consumer has failed 
miserably 

“Surely another nation-wide 


publicity campa gn is compatible 
with the issues at stake.” 


DISPLAY WHICH 
TELLS A STORY 


How to put selling into display 
form is a thing that many 
retailers have forgotten. This 
challenging assertion is made in 
the Electrolux Magazine which 
intends illustrating simple display 
ideas both old and new. “Display 
is not just a matter of showing 
off a product for sale,” states the 
magazine. “The public now-a- 
—_ will not flock to buy simply 

+t. wy They must be per- 
A by advertising which tells 
a story. The most direct form 
of advertising js the point of sale 
display and next to that the win- 
dow display. In both of these the 
retailer has complete control over 
every factor involved. He will 
know from his personal experi- 
ence what line to take to suit his 
particular neighbourhood. He 
will also know how best to put 
his story over in the most effec- 
tive manner. There the problem 
should end but too often it is at 
that stage that for the retailer the 
problems begin.” 


U.S. house journals 


More people take in house jour- 
nals than newspapers in the United 
States. 

According to a recent survey 
made by the International Council 
of Industrial Editors, house journals 
issued by industrial and commercial 
undertakings in the U.S., now have 
a combired monthly circulation of 
70,718,860. 

This is a third larger than ‘he 
circulation of all the U.S. daily 
newspapers. 
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WHO READS IT 2 


Farmers 80°1°). 
Agricultural Firms, Breed Societies, etc. 4°7° |. 


TOTAL AGRICULTURAL READERSHIP | 84*8°!, 
Non-farmers* 15°2°), 


A searching enquiry conducted among the subscribers to SPORT & COUNTRY provides the facts detailed 


in a new promotion piece entitled “ SPORT & COUNTRY STATES THE FACTS.” This establishes that 


80.1% of SPORT & COUNTRY subscribers are farmers of the highest calibre. Inf tion on 


“cs, 


mechanisation and stock is given in detail. A copy of this publication will be mailed to advertisers and 


their agents in the near future. 


If, meanwhile, you would like a copy dispatched to you personally, please advise : 


GRAHAME E. BISHOP: ADVERTISEMENT MANAGER: SPORT & COUNTRY: 195-198 STRAND, W.C.2 
(Telephone: TEMple Bar 5444) 


+Includes many ex-farmers, country lovers, haunting and horse-keeping readers, garden enthusiasts (from the 
small to 10 acres. with up to three gardeners and some mechanical garden implements). 
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MM Lhe proof of the poll 


OPPORTUNITY 

Ihe quality of British export 
goods id quest d 
Hut, in these Gays of highly 
competAive Marketing, cen 
the vest products do not sel 
themsety es. 

lo-aay there is urgent need for 
hara-seiLag by British = ex- 
porters m every market in the 
word, m beth dolar and 
sterung areas. And advertamyg 
is the wor for the job, 

( nfortunmety, tnere w a tendency 
to over-rate the obstacles 
overseas markets. 100 offen 
the easy way out w taken. 
initiauve tans of when the 
home market has been fully 
exproited, 

In tact there are golden oppor- 
tunics tor big Dusmess for 
brian overseas. All that is 
needed is enterprise. 


Advertise .. . sell 

Ihe argument that financial res- 
irktoas mposed by tmpwe 
and toreign countries hamstring 
Our exporters is Bo more valid 
than wt was in palmer days 
when our overseas trade pros- 
pered, 

In those enterprising times mar- 
kets with tardl barriers were 
broken wmto and held with the 
aid) «6of)=«6vigorous)=«marketing 
methods. 

Since then, advertising techniques 
have unproved, and competi- 
tion is got yet at its pre-war 
peak. 

Ihe opportunities are there, All 
that » needed is the determin- 
ation to grasp them. 

Ihe golden rules are simple: 
understand the potential mar- 
ket, advertise . . . sell. 


SELF PROTECTION 


When the Government an- 
nounced its intention to permit 
commercial [VY it was stated 
that “safeguards would be 
introduced against possible 
abuses, and a controlling body 
would be required for this pur- 
pose, for regulating the 
duct of the new stations, for 
exercising a general oversight 
of the programmes and for 
advising on appropriate 
matters.” 

Now the LLP.A. offers to assist 
the Postmaster - General in 
drawing up a code of stan- 
dards. 

The advertising industry should 
offer to keep its own house in 
order if and when the new 
medium arrives. And = the 


Government should keep out. 


con- * 


N the same day, Tuesday 
of last week, the American 
dential race and the by- 
tion at High Wycombe 
e testing the accuracy of 
tion forecasts in the States 

{in this country. What was 

outcome? 

In Britain the record is clear 
(On the basis of a survey made ten 
lays belore polling was due the 
(sailup Poll forecast a clear win 

Labour. A second survey was 
nade over the next weekend and 
on Tuesday, polling day, the 
News Chronicle said that Labour 
wouid now have to fight hard to 
win the seat from tne Govern- 
ment The figures the News 
Chronicle had veen given from 
our survey were Conservative >! 
cent, Labour 49 per cent 
Actual voling proved to be Con 
servalive S52 per cent, Labour 48 

cent. Our error was, there 
tore, | per cent and this is the 
average We have Mainiained in 
Ine 10 Dy-cieclions we have 
covered siMce ine war in case 
anyoae snouid think election 
forecasting 1S Casy in this country, 
may 4 remind tnem of the iatge 
errors actieved by One poil in 
Ine last General buection 

in the States clection Llorecast 
ing 8 even more hazardous 
Distances are great, Making lor 
diticuilies in iasi-minute poils 
Poiutical divisions co.ncide with 
geograpnical divisions, and ihe 
resuilaat probiems Of sampling 
migat have been devised by 
Lord Migh Executioner himse | 
Turnout, the determining tactor 
in the result, is tar lower thao 
here and there ts no more intr 
cate question for a research min 
to unravel than, “Who will go 
to the pols?" 

Ine poutical situation iseil, 
which the polls try to forecast, is 
in exceedingly intricate one and 
has no equivalent in Europe \ 
Presidential candidate has to be 
elected by direct vote. He usually 
runs ahead of his party, and it 
s attitudes towards the parties 
which mainly determine the 
come of the Congressional cles 
hhons Yet the two results 
clearly related to each other 

All the polls in the States said 
that Eisenhower was ahead of 
Stevenson, None said that there 
would be a landslide for him 
although as will be seen, Gallup 
gave figures which could be read 
hat way. On the question of 
lhe v Adlai, 47 per cent said 
ike,” 40 per cent said “Adlai, 
ind 13° per cent said “Don't 
know.” The decided answers to 
his question split 554:454, which 
s almost exactly the outcome of 
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GUEST COLUMN? 
by ? 
Dr. HENRY DURANT, 2 


president, European Society for 
Opinion and Market Kesearch ? 


the election 
allocate 
the 


and 


Gallup went on to 
the “Don't Knows” on 
basis of previous elections 
this reduced Eisenhower's 


lead to 2 per cent. 


G 


cans 


cated, 
the House of Rep 


nr 
' 


allup’s 
<> 


The Democratic Party, in 

last survey, “received 
per cent, against the Republi- 
* 48 per cent, again after the 
Jon't Knows” h een allo- 
and the result for 
sentatives is 
actically a dead heat. None of 


the national polls covered them- 


se 


ves with glory 


but 


on the other 


hand none failed dismally in their 
exacting task 


electi« 
Don't 
research more 


Can these 
be justified? 
market 
than good dn 
must be taken. The successes 
of the polls undoubtedly helped 
enormously in making business 


forecasts 
they do 
harm 
wer-all view 


men believe that there was 

something useful in this cre 

search game 

But market research is now us 
own lead-horse and salesman. Elec- 
tion forecasts are no longer needed 
to publicise research. They are, 
however, excellent copy for news- 
papers, who will certainly con- 
tinue to demand them News- 
papers backed and financed polls 
before they were generally ac- 
cepted. It was a daring thing ‘o 
do and from their point of view 
should they not get a reward? 
Pollsters, on the other hand, it 
goes without saying, would be 
delighted to be released from the 
strain and responsibility of fore- 
casting elections 

From forecasting voting be- 
haviour to forecasting buying be- 
haviour is not a big step. We 
have been experimenting in econ- 
omic forecasting for some time 
now and we have, for instance, 
a shrewd idea of the impact of 
the Coronation on the intention 
to buy TV sets. Clearly this kind 
of forecasting can be of immease 
uSe to the community and is a 
worthwhile activity Without 
success in forecasting elections to 
encourage Us We would never 
have dared to enter the economic 
field 


To-morrows TOP/CS 


The success of advertising tech- 
niques in the American presi- 
dential election will have 
repercussions here. Colman, 
Prentis & \ arley —widely 
praised for their handling of 
the Conservative Party's re- 
cruiting campaign may be 
expected to play a bigger role 
in the future presentation of 
lory propaganda. 

At least one big circulation 
national newspaper has con- 
sidered in detail what it will 
do if granted the commer- 
cial TV licence for which it 
has applied A combined 
newspaper ad.—TV_ time 
service would be offered to 
advertisers 

Scheme is being considered 
for co-operation between the 
White Fish Authority and 
the West Yorkshire Retail 
Fish Trade Association in 
the launching of a joint ad- 
vertising campaign 


Boom in 


small British com- 


mercial and entertainment 
film studios is expected to 
develop as a result of a 
sudden American demand 
for “Made in England” 
television plays 
Important developments are 
expected to follow West- 
minster City Council's chal- 
lenge to ad. sites in 
Trafalgar Square. Appeals 
to the Minister will be made 
by most advertisers affected. 
rhirteen signs and hoardings 
are involved. If the Minister 
upholds the Council, adver- 
tisers will be obliged to 
remove their ads.—and they, 
or the contractors will then 
be entitled to claim removal 
expenses from the local 
authority. 
ISBA is advising advertisers 
that “they should not hesitate 
to claim the expenses” if the 
Minister upholds the West- 
minster Council challenge. 
ROUND TABLE 
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“GRVEE 


The Case of the Hippocampus, how he issued a Directive 


When the first Hippocampi—(or sea-horses) appeared in 
the Zoo they refused to swim about after their food. They 
stood on their tails, quite still, passionately hoping to be 
mistaken for seaweed. 

Keepers had to swoosh the food in their direction all the 
time, which was rather tiring. 

Suddenly the head Hippocampus woke up to the fact 
that no one was going to eat them after all. So he issued 
a Directive to all sea-borses in captivity—to stop making 


fools of themselves pretending to be seaweed. 


And from then on, all over England, marine enthusiasts 


no longer needed to swoosh the water towards the 


| Hippocampi, and if you caught one tomorrow it would 


behave sensibly, according to the Directive. 

Readers of ‘The Countryman’ have always behaved 
sensibly. They never cringe away from the advertise- 
ments, disguising themselves as miserly unperspicacious 
people. On the contrary, they have a delightful habit 
of swimming, rapidly in the right direction and consum- 


ing consumer goods with ever-increasing appetite 


The Countryman 


With a net sale per issue of 78.922 copies. and a steadily increasing circulation, * The Countryman” faces its twenty -fifi's 


winter with confidence. There is scarcely a product that cannot be successfully made known thy 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘THE COUNTRYMAN 


gh its advertising pages 
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OPY research—the orderly 

examination of the effici- 
ency of advertisements — is 
usually undertaken by, and on 
behalf of, advertising agencies 
as part of their normal business 
activity. For this reason it 1s 
unwise to express any views 
about copy research in the 
United States without first 
examining the structure and 
activities of agencies over 
there. 

This situation in its turn, is 
dependent upon two things, the 
mental make-up of the men 
responsible for running them and 
the environment in which they 
operate. The only way, therefore, 
to arrive at a balanced appre 
@ation—1 use the term in its 
neutral sense--of copy research 
as it is practised in the United 
States, is to try to discover what 
tasks American agencies have o 
face and how they set about 
them 

In a nutshell, a major agency 
in the States has to undertake the 
mass production of advertising 
to reach a heterogeneous audi 
ence of about 157 million people, 
through many diverse media. This 
unique problem has been tackled 
and, I believe, at least partially 
solved by an extreme degree of 
specialisation, The copywriters 
write copy the artists illustrate. 
the contact man sells the agency's 
wages and way up at the top 
the ‘Plans Board’ or whatever its 


title may be, directs the operation. 
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Closer link between research and 
creative effort in U.S. agencies 


By B. D. Copland, 


OF LONDON PRESS EXCHANGE LTD. 


Research, which is only a fancy 
word for collecting reliable 
information, is essential in such a 
set-up. The more men have to 
specialise the more dependent 
they become on organised infor- 
mation and background material 
Before research can be em- 
ployed to the best advantage 
the gap between the crea 
tive and the research attitudes 
to advertising problems has ‘o 
be bridged. te | think our 
American opposite numbers have 
scored @ conspicuous success. 
Given the conditions that I have 
described — creative specialists, 
large billings and, in addition, a 
highly competitive atmosphere 
they have set to work with typical 
enthusiasm, to devise administra- 
tive machinery which shall ensure 
the closest co-operation between 
research and creative effort. 
For example, the whole copy 
research department or section 
may work directly under the 
copy or creative chief, the re- 
search chief being interested only 
in the technical methods em- 
ployed. Again, epocially trained 
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creative personnel, 
or artists, can be, as it Were, 
“planted” in the creative depart- 
ments with the sole duty of trans- 
mitting and interpreting research 
data. Even if the copy research 
section is simply a part of a 
distinct research department 
there is almost always some 
formal machinery for maintain- 
ing continuous contact with the 
creative departments. 

Neither this, nor any other 
machinery, would be of any use 
without a keen desire on all sides 
to get on with the job of pro- 
ducing better advertisements. 
This manifestation of a national 
optimistic temperament accounts, 
I think, not only for their success 
in building research into the 
fabric of the agency at the crea- 
tive as well as the marketing 
level, but also for the somewhat 
uncritical use of many research 
methods. 

There is, of course, another 
side to the story. The pressure 
of competition between agencies 
means that every weapon must 
be employed in the struggle and 
copy research, with its occasion- 
ally facile demonstrations of the 
quality of advertising, cannot fail 
to be drawn in. On top of this 
there is very considerable pressure 
from the research industry which 
has its @Wn way to make in the 
field of commerce Urged on, 
therefore, by all these forces—- 
and we must not forget the 
fascination of research itself— 
copy research has grown and 
spread until now it is the mixture 
of science and salesmanship, 
madness and method that we all 
know 

The rich variety of the copy 
research scene can be illustrated 
by looking at some of the more 
attractive manifestations of the 
art. “Starch” is solid and well- 
established Statistically and 
psychologically shot full of holes 
it still stands, if only by virtue of 
its masses of data, as a useful first 
Stage in knowledge of advertise- 
ment behaviour. For every re- 
search chief who shakes his head 
over the dangers of reliance on 
Starch ratings, there is another 
who studiously analyses the 
results. Often the same man does 
both. 

Deeper digging into the effect 
of advertisements on the indivi- 
dual is carried on by the Gallup- 
Robinson organisation with their 
“Impact” studies. Of interest to 
all of us over here who have to 
worry about who pays for re- 
search, is the fact that while 
Starch is sold to agencies 

“Impact” can be bought only by 
advertisers The problem of 
responsibility for copy research 
in this case has been evaded, 
although generally the agency 


copywriters 


expects to pay for research into 
its own production and creative 
problems. The standing of copy 
research in the United States is 
considerably increased by virtue 
of the fact that advertisers them- 
selves can be persuaded to pay 
for it. 

Pre-testing of advertisements 
has been reduced in many agen- 
cies tO @ routine and one may 
encounter numerous occasions 
when whole batteries of tests 
have been employed at 
Stage of the campaign 
course, both pre- and post-testing 
take place in connection with 
material for radio and TV as well 
as the press, and it is not unusual 
to see invited audiences at a 
small theatre solemnly recording 
approval or dislike as radio and 
TV material is played over to 
them. Sometimes reactions are 
recorded electrically, on other 
occasions pencil and paper are 


American Report 
Advertising has not sent a pro- 
ductivity team to the U.S. Much 
can, however, be learnt there 
and, periodically, executives go 


American advertising 
practice. Thus, by recording 
their impressions, we can present 
our own report. The first 
AMERICAN REPORT is pub- 
— | here; it deals with copy re- 

search. Others, covering such 
subjects as television and agency 

organisation, will follow. 


33 


used followed by a free-for-all 
debate, which seems to tell some- 
one something about the audience 
reaction. 

With their own inimitable habit 
of using any and every resource 
to get what they want, the Ameri- 
can advertising agents are using, 
not only a number of accepted 
psychological techniques in ob- 
serving and recording reactions 
to advertising—Thematic Apper- 
ception Tests, word association 
and the like—but also are em- 
ploying trained psychologists and 
sociologists to examine the menial 
make-up and social structure of 
the market. These developments 
are still hampered by the general 
resistance to sociological and 
psychological] terminology and 
treatment, but I have little doubt 
that they will get over this in just 
the same way as statistical termin- 
ology has become a common- 
place in research. The agency 
man who has laboriously learned 
to ask about margins of error in 
sampling, will soon be inquiring 
about the Freudian significance 
of his pack design. After all, it 
was not until I myself had been 
lashed up to a’ psychogalvano- 
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HULL DAILY MAIL 
GRIMSBY EVENING TELEGRAPH 
LINCOLNSHIRE ECHO 
EVENING SENTINEL STR," 
DERBY EVENING TELEGRAPH 
LEICESTER EVENING MAIL 


BRISTOL EVENING WORLD 
SOUTH WALES EVENING POST 
THE CITIZEN (cioucesTeR) 
GLOUCESTERSHIRE ECHO 


YORKSHIRE & LINCOLNSHIRE 
TIMES (Huw) 


Issued by the department gf NORTHCLIFFE NEWSPAPERS 
GROUP whose job it is to publicise the undeniable — 
to be derived from advertising in the provincial press-particularly:~ 


R.H. PENNEY, ADVERTISEMENT DIRECTOR NORTHCLIFFE NEWSPAPERS GROUP LTD, CARMELITE HOUSE, LONDON, E C4. CEN.6000. 
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ins Pushpuddle the mathematician 
had a job on hand — to find out 
how many ein Little-cum- 
Middle-Marsh used a certain 
brand of G-soap it was —not, 
soup, or liquorice allsorts, because 
there are not many brands of Fo, 
so that would have been far too 
easy. 

Percy simply wallowed in figures — 
logarithms — and slide-rules. 
Percy was getting out of his depth- 
mathematical brilliance didn't help 
him a bit. His mind wasina whirl. ... 
He soliloquized—“Oh dear! if ) 
only this silly manufacturer had ; 
done the right thing andadvertised 
in the local newspaper —this would ) 
have been unnecessary” . ) 
BECAUSE-Everyone in 
Littic¢-cum-Middle Marsh | 
would have used his soap. 


oe ae 


Rey! 
GRIMSBY SATURDAY TELEGRAPH _— 7s 
STAFFORDSHIRE WEEKLY SENTINEL 
HERALD OF WALES 
GLOUCESTER JOURNAL 


CHELTENHAM CHRONICLE 
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ADVERTISING CASE HIST ORIES—29 


COAL FROM NEWCASTLE 


Institutional campaigns 
that broke all the rules 


No advertising campaigns have been more widely, and more hotly, 
discussed than those conducted in recent years by Imperial Chemical 
Industries. The claim that they have made advertising history is well 
founded. The policy behind them, the methods adopted and the results 
achieved were fully described recently in The LCL. Magazine by Sidney 
Rogerson, I.C.1, publicity controller. Here are some extracts. 


NPYHE prestige advertising of 5y the enemy from her former as munition 
LC.1. breaks almost all the verseas markets, the more neces workers and ap 
. } | > + ; . 
rules of advertising practice, with a eng we - any f sea — eink * 
and it works to a different |, “3 : y . Capes: SS : a aa - reat ans ‘ to Ge Comanis Weare 
: vat the German propaganda mation as suc” _ kit H 
theory. It is that rare pheno offensive was particularly success All the praise we hides eck aval 
menon—a fresh idea that has fu! in the scientific field; and that to the girls and . ee 
,. succeeded no one better than LCA. could men who made ed ‘ 2 ee! : 
The style of advertising with %% found to combat it acroplanes guns : ad 7 . eee ne cs yd vit? 
which We are familiar to-day—the There was no need nor indeed shells and sh Ds 
long copy dealing with some any point to concentrate “ “te ee he } , 
uspect of chemistry or of the LCL. or to do any special plead those wad pts ‘s = $ - alee 
chemical indusiry, under an illus ng for the company -LC.1 duced the chen f . oa pring a ' K, as wel 
tration by some distinguished would profit automatically be cals without which the actual coal-getting mines are of hind per 
artist. and with no reference to ‘@Use It was the biggest unit and =O article Of wa " which s P which thick Goed 
1C.1. other than the company’s the most successful yn the British could be made at xplosives may be , F whack 
symbol-—marked a revolution in chemical industry “ , O ws k Permitte peciall 
advertising practice when it first This, indeed, is the theory to So a fresh series canals ' 
* appeared in 1941 which LC.1.’s prestige advertising Was based = on oo ; ne 
The experts confidently pre works. If you wish, for example . juately treated P i” ex slways be f 
: dicted that no one would read the to show the world now eee oe : She Gen sake of an electrs hos - day made still safer 
idvertisements, and queried what you are, the effective method ts : oot wha Poesigie beathia® consist foam mints Beuhets cad the 
stare ECL eouid oxsect Yet. to distribute pnotos showing how : wah ba sne ; name ™ sans : ‘ “s iS cos e 
by the aad of the war, boys at tavourably your height compares : | . / aspects 4 srising in the sh ing. B researc 
public schools, industrialists and with that of a Shire horse or even =; an 1941 . : AC AI ATE 
politicians Wei not only reading an elephant This is far more; co 1941 set the h which coal is produced, but to the safety and well- | 
but collection them. The editors effective than publicising your : pattern for all ng of the ean who work in coal mines 
{ papers, who generally profess actual measurements, since i! = a - fee cam 
1 mild contempt for the advertis enables the People to WO Oe eee veeceeeees ras 
1g side of their business, went “! appealing to judge for them 
ut of their Way to praise LC.L’s oe and acquits you of any Personne! of an Industry,” and shown as free advertisements 
ontribution, and other firms and ‘"4°RE of special pleading , v4ith the help of Sir Kenneth for LC.1. in London, Newcastle, 
corporations, not only in Great Another peculiarity of LCL’s) Clark a team of distinguished Sheffield. Middlesbrough, Liver 
Britain but overseas, flattered advertising is inat it is issued 1M artists was got together who went pool, Glasgow, Preston, Kil- 
LCL. by attempting to follow our 'n a each based on . single round our works painting the por- marnock, Dundce, Forfar. 
sdvertising recipe weg ae pened to achieve 4 traits of outstanding workers in Paisley, Arbroath, Widnes and 
; * * * pba! = — - — the chief branches of the industry Blackpool ‘ 
er Appearing je press at These portraits were reproduced 5. Coloured reproductions of 
7 lo understand the story we oan th a oe 3 be coun in oud advertising together with the portraiis were made into 
nust go back *o the days before - a ee ene be of the indiv dual con- a book, 2.000 copies of which 
the last war, when LCD was not itutions—a possibilit iolene aan how his or her job were sent by Lord McGowan to 
: concerned to advertise or explain saned ot he otart ad ; to the war effort. -~ a —_ _ in 
sell being conte we ee The first series titled Aspects De interesting t0 CoM Ministe “yo = . - oe 
the shadowy, distant colossus o1 { am Industry,” was designed to sider in deta:) just what these on cn b nape an 
the chemica ndustry and to ad show that of all the industries of portraits achieved tee = te “ste ing scientists 
vertise only the products that at / 3 ' 1. They brought some twent at home and abroad 
- , 2 alate 1 nation the chemica’ industry ts . ween - e v 6. Finally after the series 
nade—and to advertise thes< e most essential, more basic ‘r prominent artists. some of had earned goodwill for LCI 
a ~ te industries whic! s nature than coal, iron or stee! whom set out as highly mis- for four years im one way and 
sed them a, emall ase ser . [he series was an immediate suc rustful of ig Business, into another the framed portraits 
“e AB died “d ‘that a Requests for reprints and — * -e) C1. n the —~ were officiaily presented to the 
“tings gare the ayeces Page metemgai ‘pies were received from no pony ep pr —pRlamgrtmegeansay PM sitters by their divistonal chair- 
CCL ot all thoseht of ta, ‘ewer than 150 schools. The nade of them warm frienas ane men. thus rounding off the pub 
ped — . Me — =p imber of requests trom schools even active propazandists licity with a personal queue 
‘fone ” ~~ CR ony ~ Rn 1s increased year by year and 2 They made a deep impres- from the company to the indi- 
« : j ‘ * ; r ,e nr h the 
a tux fen Otte atin. A ' ibout one thousand ot them now s nate t A. ess w ’ the pub viduals who had co-operated 
at ie te allew each an in eceive reprints of advertisements ¢ and among our workpeople in the effort. 
neve _ y Aspects” was succeeded by 3. The originals of the por- 


pression to continue to decpe 


* * * 


Services of an Industry.” which traits were tramed and an ex- 
during the war years. and eK d carried the story of the chemical hibition of the =a After VE dav an interim series 
ingly, when product advertis idustry a stage further and the R.BA. Gall in Suffolk was put out which in appearance 
came temporaitly to a stop, | howed how its processes or pro Street. This exhibition received Was a complete change from all 
tained permission to spend s lucts affected the daily life of the wide publicity and was attended that had been done up to date 
of the money so saved on adv tizen at every turn, This was by hundreds of distinguished Titled “Equipment of an Indus- 
pram the nature of LCI and t ry popular and ran for nearly visitors try.” it was illustrated photo 
objects for which it was fo two vears 4. Arising out of it came re-  8taphically ins.ead of by the work 
; That I was allowed to do Then a change was indicated quests from art schools and Of a-creative artist as all the 
was largely because I was Despite their fundamental contri municipal art ¢ es to bor- others had been, and was de- 
: to plead national Mecessity: sution to the national war effort row the portraits for local ex- Signed to give schoolboys and 
ve more Britain became C1. workers were not regarded hibition. In this wa, they were on page 366 
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ADVERTISERS-— here is a unique advertising medium that puts your 

product's name prominently before the purchaser—just when she is spending 

her money. 

Redfern Advertising Rubber Mats are permanent reminders at the point-of- 

sale, and incorporate any trade name, mark or slogan in any combination of 

colours. Shopkeepers ask for and display these mats, because they help to 

furnish the shop. 

Well-known names appearing on Redfern Advertising Rubber Mats include 
DOORWAY MATS - FLOOR MATS Exide Batteries, Bovril, Emu Wools, Ford Cars, Smith's Crisps, Lodge Plugs, 

COIN MATS - DARTS MATS - BOWLS MATS Ferguson Radio, Araby Soap. 


T REDFERN ) ADVERTISING RUBBER MATS 
temind at the point-of-sale 


REDFERN S RUBBER WORKS LIMITED WMATIONAL ADVERTISERS: 5 VISTON HYDE CHESHIRE 
,. 
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Advertising campaigns for c 
beverages which do not incl 
missing a market of 6,750,0 
who consume every year £5,5 
commodities. To all who thi 
daily or combination of dai 
market may we point out tha 
these 6,750,000 consumers, © 


newspaper - the Daily Heral 
an opportunity to achieve a 


DATEY 4] 


HULL, aoe ERTISEMENT PNECTOR, 
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cocoa, coffee and all health 
clude the Daily Herald are 
,OOO men, Women and children 
»570,000 worth of these 

shink that any other national t 
ailies already covers this 
hat in the homes of 53% of 


y only one national daily 


ald - is taken and read. What 
_an immediate rise in sales} 


“a 


OR, ACRE HOUSK, LONG AGRE, LONDON, W.C.2 
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AN exhibition of British 
goods in Switzerland ts to 
be organised by the British 


Chamber of Commerce. It is 
to be staged at the Kongress 


haus in Ziirich from June 
19-28 
Switzerland ts virtua an 
ind United Kur 
had du ig 
immediate past-war period estab 
lished a good position there. | 
is now threatened Dy com; 
trom countries recove 
the economic doldrums of 
war, such as Italy, France and 
Germany The purpose of 1! 


exhibition ws to counter th 
threat 


To enhance the drawing pow 


« I 
f the exhibition plans are al! 
to art ! ' ‘ ' oth 
attract cu il and 
artistic h a view 
staging I val Week 
Ziirich at the same time 

* “ * 

Ter Vatencta Farm will be held 
from May | to 18, 1953. and the 
Barcelona Fair from Jun | 
18 Intending exhibito from this 
country must apply for pre 
cences” by December | through 
in aceredited agent or represen 
itive in Spain Without such a 
pre-licence™ exhibits must be 


eturned to the country of origin 
when the Fairs close 


CANADIAN PAPER PLANS 


B.1.F. PREVIEW 
The Financial Post, Toronto. os 


to publish n ft 1 14 a 
special preview repo of nex 
vear'’s British Industries Fa 1} 

report will describe and strate 
Britain’s technical achieven 

and will give de . 


the BLF.. at I 


on ther ¢ } 
Kinedom du 
the Fa » ( 
ilso | f ided 

The Fin f ' hed 
by Maclean-Hun Publist 
Ce. E66 

* " * 

PROGED circulation figures 

for the Ita i kK ana 


Mondado groups of we 


§.C. PEACOCK Ltd 
Export Advertising 


PAIO4s8 


Ries 


‘British Week’ to be held in 
Si 


citzerland in June 


riodicals have recent! been 
iblished 
Rizzoli Grout 
vgn 5,250 
Innabella 21,500 
Hella 156,000 
luna Park 44,500 
ym $50,000 
Come Ilustrato 14,000 
Mondadori Group 
——_____ 
Fpoca 242,000 
wana "4,000 
Crrand: Porme 104,000 
Bolero Film 4,100 
Confidenze 44,100 
Soc, Schauh-Thibaud 
* * * 


REFRIGERATOR FOR THE 
PRICE OF A RADIO 


Ihe German plastics industry 
is shortly to put on the market 
a new refrigerator incorporating 
» new kind of insulation material. 
Price will be that of an average 
radio set. 

2 * * 


PLANS ARE being worked out 
for an advertising conference to 
be held by the German Advertis 
ng Association in Dusseldorf ir 
19583 

* * * 


Filmblatter, the trade paper of 
the German film industry ts 
organising in the form of an 
competition a survey to discover 
whether publicity for German 
films is better outside the country 
than inside. The competition ‘ts 
ntended particularly for journa 
lists and publicity people in the 
film industries of other countries 
who are being encouraged to send 
nteresting examples of advertise 
nents for German films 

* * * 


Demand for second-hand cars 
s increasing in Germany. Interest 
is chiefly centred on small cars 
with smal] petrol consumption 
and most buyers stipulate a part 
exchange deal with their 
cars 


own 


Carl Gabler G.mb.H 
> —_ ‘ 


East African Standard, Naironi, 
will merease its Minimum rate to 
8s. per in. in January 1953 fcr 
the daily edition. Rate for the 
weekly edition remains unchanged 
Maximum space for advertise 
ments has been increased to 11 in 
by three columns 


AN OPPORTUNITY FOR 
BRITAIN IN BELGIUM 
BELGIAN IMPORTERS are finding 
increasingly that licences to bring 
in goods of U.S. ongin ate being 
refused. Even some the largest 


firms have had 1 suy from 
the agencies of European manu- 
facturers Centra European 
and Italian exporte re chiefly 
benefiting at the mo United 
Kingdom firms, on the other 
hand, have been slow to take 


advantage 
Publicontrol §$.A 
* * * 
EASING OF bank 
troduced a brighte 
Australian adv 
during Sepiemb 
Many retaiiers 
creased press adve 
picture was furt 
by Ipana. K 


(Pepsodent) and ¢ 


credit in- 
te into the 
zg economy 


eased in 
ng and the 
brightened 

Mentas.! 


gates, who 
are introducing < ophyl] in 
their toothpastes, Shell are also 


campaigning on a 
scale, tying in the 
Onl with the explos 
atom bomb 


gh-pressure 
X100 Motor 
»f Britain's 


* ¥ * 

AN AIRLINE npany in 
Australia is using slogan “See 
America on you vay to the 


C oronatic! 
idvertising 
* * * 

NEW FRENCH RADIO 

AND T.V. COMPANY 

A group of French bankers, 
publishers, and radio technicians 
have formed a Paris company 
named “Radiodifiusion - Télé- 
vision,” to study the developments 
of radio and television at home 


and abroad. They hope to 
eventually produce programmes 
for both media. 

* . * 

THe Frencn G iment now 
allows the book f subscrip- 
tions for foreig papers and 
publications Franc 

A recent pre vey made 
clear that it w idvisable to 
add the bie P. kKlies to the 
combinat f Paris and 
provincia la order to 
ensure an na age 

* . 

Altoget! large Paris 
weeklies have 4 culation of 
over 2.200.004 


s per week 


Novemper 13, 1952 
27 per cent covers Paris, and 
73 per cent covers the province 
and overseas France 

* * * 

THe Dantsu Bureau of Circu 

lation has published figures for 
the first half of this year 


Lopenh dailies 
Berlingske Aftenavis 
Berlingshe Tidende 
Sundays 

3.7 


i 
Ekstrabladet 
Nationaltidende 
Sundays 
Politihen_ 
Sundays 
Social - Demokraten 
Sundays 
Weekly magazines 
Alt for Damerne 
Billed-Bladet 
Famuilie-Journalen 
Femina 
Hyemmert 


233,637 


Weber & Sorensen 
* * * 


PROSPECTS FOR RAYON 
EXPORTS IMPROVING 


[THE GREAT expansion of rayon 
exports since 1938 was described 
by Sir William Palmer, chairman, 
at the annual meeting of -he 
British Rayon & Synthetic Fibres 
Federation 

Exports, he said, by 1951 had 
increased to some four or five 
times in volume and thirteen 
times in value 

“It is obviously of the utmost 
importance that no part of this 
gain should be lost,” he con- 
tinued. 

Export markets will be diffi- 
cult and competitive but we 
should not be diverted from them 
by easier conditions at home. 
Any slackening on our part will 
be quickly taken advantage of by 
our competitors, and if we relax 
in overseas markets now we shall 
find it difficult or impossible to 
get back there in future.” 

Sir William said that the trade 
recession was very quickly felt ia 
export markets. There had, how- 
ever, been an improvement in 
inquiries from abroad, though 
this had not yet had much effect 
on the statistics of exports. 

* * * 

A SELECTIVE exhibition of cur- 
rent British industrial design wil! 
be one of the main features of 
the United Kingdom pavilion at 
the Rhodes Centenary Celebra- 
tions at Bulawayo, Southern 
Rhodesia. in June 1953. 

The British Council is to stage 
this display, and has appointed 
an advisory panel which will 
supervise the selection of exhibits 

The principal selection will be 
made from products that have 
been accepted by the Council of 
Industrial Design for Design 
Review 


Planning, Media, Copy, Translations, 
Despatch of copy and blocks, 
Payment in any currency. 


MADDOX HOUSE, 215221 [REGENT STREET, LONDON, W.! 
Phone: REGENT 108! 
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Latin America: 


365 


Demand for 


all kinds of goods growing 


ITHIN a few years Latin 

America will become one 
of the world’s great trading 
areas. 

This conclusion is drawn by a 
survey of the prospects for 
British exports in the twenty re- 
publics in South and Central 
America, the Carribean and 
Mexico produced by the Credit 
Insurance Association Ltd. 

Traditionally Britain has been 
a considerable supplier of these 
areas; but German efforts in the 
1930's and again since the war as 
well as considerable expansion of 
U.S. exports have resulted in a 
“steady deterioration in British 
trade with Latin America.” At 
the same time there has been a 
big increase in trade between the 
various countries since the war, 
and increased industria] activity 
reducing the exports of Latin 
America. 

As a result, many of the impor- 
tant Latin American countries 
now find themselves having to 
meet greater internal demand 
which they are no longer able to 
satisfy with imports because of 
adverse trade balances and lack 
of foreign currencies. The fact 
remains, however, that demand 
both for consumer goods and for 
industrial products is increasing 
and, according to the report, there 
is very considerable scope fur 
further expansion. 

At the same time many of the 
countries are feeling the need for 
greater diversity of trade, mitigat- 
ing against the now predominant 
position of the U.S. and present- 
ing a great opportunity for 
European exporters. 

How is Britain to take advan- 
tage of this opportunity? “Our 
balance of payments positions is 
such,” concludes the report, “that 
we are unable to afford lavish 
measures such as large-scale in- 
vestment or the generous granting 
of credits. Where possible we 
must sell in markets where we 
shall get prompt payment. 

“The Government and industry 
should examine together the 
question of how much effort can 
be put into trade with Latin 
America. The question of greater 


Government assistance should 
also be examined. A_ detailed 
study of American and German 
methods might show many ways 
in which industry's salesmanship 
could be helped by more positive 
Government aid. In particular, 
we feel that the American and 
German systems of tax conces- 
sions need analysis. 

“Thirdly, more _ attention 
should be paid to trade treaties 
and barter deals, which are used 
by our competitors as a means 
of developing their sales to Latin 
America. While it is true that 
Britain has a number of such 
agreements, we do not seem [to 
have derived the same advantage 
from them. We have heard it 
suggested that the reason for this 
is that our negotiations have not 
been firm enough when bargain- 
ing for concessions to British 
exporters. We think, too, that 
there is scope for greater co- 
operation between Government 
and industry, so that the former 
is kept fully up-to-date as to the 
goods that industry wants to sell 
to the Latin American market. 

“The question of credit insur- 
ance cover by the Exports Credits 
Guarantee Department should 
also be reviewed by those firms 
which are not already using these 
facilities.” 


Bérlingske 
Tidende 


Exclusively represented by 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, $.W.1 


COVER SWEDEN 


THROUGH 


ADVERTISER'S WEEKLY 


“WHERE FEW HAVE TOO MUCH 
AND FEWER TOO LITTLE” 


This is how the Danish 
poet Grundvig described con- 
ditions in his own country 
over 75 years ago. Since that 
time large sums have been 
expended in market research 
and have reached exactly the 
same conclusions; the words 
are, in fact, truer to-day than 
when they were written. For 
Denmark is a middle-class 
market, well off by inter- 
national standards, where the 
advertiser can safely cast his 
net wide—though not too 
wide. 


By advertising in Hiemmet, 
Denmark's leading magazine, 
you will reach not a small snob 
audience but a high proportion 
of the solid middle-class public 
which has the means to buy 
imported products—over a 
quarter of a million families 
representing a quarter of the 
country’s entire population. 
And r ber, in D rk 


the average expenditure on 
British goods last year was 
over £70 per family. 


HJEMMET 


Denmark's leading Weekly. Exclusively represented by 
JOSHUA B. POWERS LTD., 14 Cockspur Street, London, $.W ! 
Telephone: WHitehall 3366 


First Choice of most 


National Advertisers 
in the Netherlands is 


de Volkskrant 


Holland's Largest Morning Paper 


Over 40°, of the population of 
Holland is Roman Catholic, and 
“de Volkskrant” is their paper. 


A&A 


In Sweden A & A magazines have 
a combined net sale of 1,896,074 
copies—87 °,, of the total number 
of homes (2,174,379). 


LONDON OFFICE 


FRANK L.CRANE 


69 FLEET ST. EC 4 PWONE CEN.261 


over 155,000 copies 
per day 


Write to the Managers for Great Britain 
WILL KITCHEN JR. LTD. 
131 FLEET STREET, LONDON, E.C.4 

Telephones. CENtral 1960, 3133, 3754 
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students and science asters an 


idea of the equipn and ap- 
paratus used by chemical 
industry to bridge gulf be- 
tween the laboratory test-tubes 
and the full-scale machinery and 
plant of commercia oduction. 

This was followed the now 
famous historical] se to which 


we gave the name “Ancestors of 
an Industry.” underlining what 
the world owed to Brush genius 
in the sciences by the individual 
achievements 

As international! trade opened 
up again, pressure was exerted 
for a commercial note to be in 
cluded in the advertising. This 
was attempted in a series called 
“Achievements of an Industry,” 
which recorded the scientific dis- 


coveries of LC.1 ! It was 
not so successful in Great Britain 
as earlier series, ch because it 


was a compromise, but it proved 


extremely popular overseas 
. * . 
The next se: es reveried to the 
strictly objective irmational 


appeal. This was a description of 


the elements found \ature and 
of how the more important of 
them are used in the:chemical in- 
dustry, and was ular with 
schools—probably e popular 
than any series So fa 

At this stage if Wa represented 
to central public fepartment 
that the company tising had 


done its job almos » well. It 
had put LC.L over he Man in 
the street, certainly by its in- 
directness and its insistence on the 
chemical indusiry | had identi- 


fied the company w the indus 
try in such a man that the 
public, or at leas -disposed 
sections of it. might assume that 
1C.1. was the Brit chemical 


ndustry 

On these grounds a drastic 
change was decided n, and the 
series which began April 1952 


deals openly with L¢ |. but with 
an aspect of the c any which 
$ not directly con cial. The 
series, which is ba on LC.L's 
casebook of tec il service, 
shows that only a organisa- 
tion can afford vintain and 
operate a tecnn service on 
such a large scale for the benefit 
of other firms and istries. 

In two main ms LC.1.’s 
advertising difte all others. 
First. it has alwa th the ex- 
ception of the \Cevements” 
series, aimed to be entirely fac- 
tual and to atiract d hold the 
reader by the in! interest of 
the facts presented has never 


aroused suspic hat it was 


t parte pleading asked some 
commercial mouy 

Secondly, LC1 advertising 
aims to make not only 
with the distan s to which 
it is primarily add d but with 
all who assist production 
and presentatio the artists, 
the blockmakers the papers 


who print it. TI || instanced 
in the “Personne es. 


AIM: TO MAKE FRIENDS 


So important is this in my 
opinion that | nave always in- 
sisted in dealing personally direc; 
with the artist himself and never 
through any agent of L.C.1. or of 
the artist. This direct contact tends 
to build up a personal relation- 
ship which would be impossible 
otherwise.* 

By aiming to make the adver- 
tisements so aesthetically attrac- 
tive and interesting to read that 
they are an adornment to the 
editorial columns of the paper we 
have made friends, too, with the 
editorial staffs of the papers, 
traditionally unsympathetic to ad- 
vertising and advertisers. 

The acid test of advertising is 
whether it has been successful, 
but, though there is general agree 
ment that LC.i. has been success- 
ful, it is more difficult to adduce 
positive evidence of it This is 
not unnatural, for advertising of 
this character must essentially be 
largely a matter of faith. 

Yet there are some pieces of 
reliable evidence—overseas, for 
example. When we began our 
prestige advertising Spain was at 
its Most pro-German stage, yet 
through the influence of the 
Madrid office the LC.1 advertise- 
ments got into Spanish papers 
which would not accept even the 
B.B.C. time signal. We know 
that their appearance created 
such an impression that the Ger- 
man 1G. Farbenindustrie held an 
emergency mecting in Berlin and 
decided to try to counter this 
British propaganda by advertising 
of their own. Their efforts, being 
hastily produced, were poor and 
did the German cause more harm 


than good. 
7 a * 

There is also the evidence of 
the advertising’s fan mail. Letters 
of praise or commendation or 
interest are received from all over 
the world, and requests for re- 
prints come fron schools 
throughout the British Isles. There 
is also the evidence of those 
famous firms who are imitators. 
Finally, there is the evidence of 
those who come to LC.1.’s Publi- 
city Department even from as far 
away as Australia to seek advice 
on how to appiv the same sort of 
advertising to their own problems. 

*There is another  interestin: 
angle to this, not mentioned in 1.C_/. 
Magazine. Although Mr. Roger- 
son made it a rule always to see 
and brief artists personally, and 
L.C.1l. bought their work direct. 
LC.1.’s advertising agents invariably 
paid them direct. The contact was 
as far as possibie between principal 
and principal. This had a dual ad- 
vantage. If desirable, the artist could 
be paid immediately, without even 
the brief delay involved by passing 
an account through LC.I. channels. 
Also, should there be any dispute 
about the amount, the agent dealt 
with the matter, and the relations 
between L.C.1. and the artist were 
unimpaired. In fact, misunderstand- 
ings only arose on two occasions. 
LC.1.’s agents throughout the cam- 
paign have been Clifford Martin Ltd. 
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IN LANCASTER, some eighty years ago, young Samuel Fawcett started Photogravure is an intagho proce: whereby the dengn is etched imto the surface of the 
° + prontin late. It gu true repr oduct f continue t 
work as an engraver of copper rollers for printing designs on oilcloth. | ce te ee oe 


thickness or depth of ink carried in the etched recesses 
A keen photographer, he quickly devised a way of saving time and plate is “wiped” with a blade. A 
the blade he s. It wa 

labour. Using the natural sunlight in his conservatory-hke exposing a 
room, he prepared the rollers photographically and etched them by an 


acid process. Later he began to seek a means of reproducing fine 


varied according to the 
After wuking, the flush surface of the 
screen us incorporated and forms a bridge to carr 
muel Fawcett who uvented this line screen 


On Wirth — LINE SCREEN Berry oF RECss 
TONE VALUE 
gradations of light and shade. Ir. 1890, when he had developed the 
system of ink control still used today, he met Karl Klic, an inventor 
from Austria. In collaboration they set out to apply Samuel Faweett's 
methods to the printing of paper, and by 1895 they had evolved the 
photogravure process — now known throughout the world for the 
fineness and fidelity of its results. In achieving this quality, an 


important contribution has been made by the development through 


SECTION OF COPPER PLATE 


A : : ¢ Rr 7 
the years of the specialised gravure papers produced by the (os pg , wale 
: : ; , hand 
Reed Paper Group. For this is an organisation which has inherited Se a. che 
from its founder, Albert E. Reed, a vigorous tradition of paper tn  -B Ty 
effect. 


pioneering. As with gravure printings, so too with kraft, newsprint 
and other papers, the changing needs of trade and times are 

constantly anticipated. In this way the Reed Paper Group, with its 
five mills, has acquired technological experience and technical resources 
unequalled today in the many-sided service it can offer. 


ALBERT E. REED & CO. LTD 
THE LONDON PAPER MILLS CO. LTD FMPIRE PAPER MILLS LTD 
THE MEDWAY CORRUGATED PAPER CO. LTD REED FLONG LTD 


MEDWAY PAPER SA‘ TD . BROOKGATE INDUSTRI®S LID 
POWELL, LANE MANUFACTURING CO. LID (GLOUCESTER) 


THE NATIONAL C /ATED PAPER CO. LTD (MANCHFSTER) 
REED PAPER SALES LTD g. R. FREEMAN & WESCOTT LTD 


Head Office: 10; ~tccadilly London Wi 
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Black and white reproductions by- 
screen - process produced under 
Licence for Reyal Photographers 
Baron, Karsh and Dorothy Wilding 


24"x 18"__3/- each 
30"x 20" 3/6 each 
36"x 24" _ 5]- each 
40'x 30"__ sd /- 

O"x 40" __7/6 each 


Packing and Postage extra. Special 
Prices for quantities of ane gee 


and nting to nL 
finishing in Gold and Colours. 
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Commercial Road, Gloucester 
Telephone; Gloucester 22281 (4 lines) 
9, Buckingham Street, London WC2 
Telephone: TRAfalgar 4277-8. 
Daimler House, Paradise Sc. Birmt 1. Tel. Mid. 0628 
Victoria s, 32. Deansgate, Manchester3. Tel. Bla. 3851 
120, Bute Street, Card}. Telephone Cardiff 31217. 
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FUNCTION OF SALES PROMOTION 


Seer eng ee 


departments differ widely. 


Association organised a symposium recently at which three 

sales promotion managers who sell widely differing 

products discussed their Penal age a Here are extracts 
from their speeches. 


Operating 


an annual 


marketing plan 


By J. H. BUCK, of Alfred Bird & Sons Ltd. 


E market 13 products to 
four sections of the food 
market. Desserts, raising 
agents, cereals, beverages. Our 
sales force is organised as a 
single operating unit and each 
salesman is responsible for the 
selling and distribution of all 
these products in his own area, 
Our sales promotion depart- 
ment is responsible for the whole 
of our advertising and sales pro- 
motion effort 

Two product managers are 
entirely responsible for advertis- 
ing and sales promotion planning, 
each for his own group of 
products and each has an assis- 
tant 

The research manager feeds 
information to the product mana- 
gers and keeps sales records. 

The consumer service adviser 
handles al! consumer correspond- 
ence and is the company's sole 
contact with our consumers, She 
has to create recipes for recipe- 
type advertising 

The sales promotion depart- 
ment is also responsible for the 
despatch of all samples and dis- 
play material 

The basis for the marketing 
strategy of each of our products 
is a document we ca!! the annual 
marketing plan This plan is 
prepared by the marketing 
department of our advertising 
agency and covers 
(1) Product history 
(2) Sales history 
(3) Problems and o 
(4) Sales forecast 
(S) Advertising and promotional 


pportunities. 


pian 
(6) The profit contribution, 
(7) The long term objectives. 

The plan. as prepared by the 
agency, is reviewed with the 
management after prior con- 
sideration by the product man- 
ager, the sales promotion man- 
ager and the sales manager. Once 
the plan is approved. it forms 
the basis for the entire selling 
operation 

The sales pron 
ment’s responsibility 


on depart- 


the basic 
an and 
* approved 


thinking of the 
2) To ensure tha 
plan is carried 
In the annua 
we decide 
(1) The sales vo 
achieve 


narketing plan 


we hope to 


(2) The promotional expenditure 
necessary to achieve it. 

(3) The promotional! plan. 

(4) The advertising plan. 

(5S) The point of sale display. 

(6y The amount of sales force 
time we require to achieve our 
sales volume objective. 

With 13 products it is neces- 
sary to decide what products the 
sales force should concentraie 
upon for each sales cycle. To do 
this, we plan “sales force time” 
for major selling operations for 
each product, and for special 
attention to one major product 
and one secondary major product 
during each sales cycle based 
upon three major considerations: 
(1) The expenditure we have 

available. 

(2) The number of selling cycles; 


and 
(3) The seasonal considerations. 

For the major selling effort, the 
product manager is responsible 
for the preparation of display 
material, a presentation for area 
sales group meetings, a promo- 
tional brochure for each sales- 
man, and samples for the trade. 

The sales promotion effort for 
the secondary major, not on such 
an elaborate scale, only covers: 
display material, presentation io 
sales force meetings, and reprints 
of current advertising. 

Entering now an era of com- 
petitive selling we realise that the 
limelight is going to be on the 
sales division. Our production 
department can make us good 
products. Our sales force can 
achieve distribution. 

It is the advertising and sales 
promotion that will finally deter- 
mine what quantity of these 
goods can be sold and, therefore, 


British business tends to rely 
far too much on the sales force. 
A salesman can only do these 
four things 
(1) Move goods to the trade. 

(2) Move more goods to the 
trade 

(3) Achieve the right shelf loca- 
tion for the product. 

(4) Get some of the products of 
the shelf and into a better 
traffic position. 

That is not sufficient. It is 
essential to have the co-ordination 
of sales promotion to provide the 
vital link between selling and 
advertising. 
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What’s N FW ? 
NEW PREMISES & STUDIOS 


for Radio Luxembourg 


A N EW MEDIUM 


for your campaign? 


avAiL ABLE 


ee ee 


ig sTitt 


MORAL OF ae Ely CN a A 


METRES 


ic % 


Radio Luxembourg 


Radio Luxembourg Advertising Ltd., 


38 Hertford Street, London, W.1 
Telephone: Grosvenor 3562 (4 lines) 
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E bought, in |934, the 
sole rights for the world, 
excluding the North American 
continent and Scandinavia, of 
our particular method of tyre 
reconditioning 
Instead of keeping this patent 
io ourselves, we lecided Ww 
e e market through co ss1onai4res 
t tl To-day, we Ope through 
~, se ing In something like 26 ¢ inies con 
rolling 40 works and depots in 
this country and ov 100 fac 
tories in 53 differs countries 
ov 


crscas, 
Taking the home market, the 


method adopted for development 
was to license certain well-known 
companies to produce and ‘ell 


[yresoles in a clearly defined 
CHADWICK-LATZ area We, in return, undertook 
to help them wit he sales 
promouon, technica search and 


3 LI MITED production problems 
¢ Contro! of al sctories 1S 
: maintained throug a central 
‘ Organisation. On sales and 
4 CREATORS OF DIRECT ADVERTISING production side, a regular team 
pay regular visits. [he production 
| side to ensure uniormity of 
7 uality; the sales side to see that 
3 New Exec utive Offices po sales policies lopted aie 
: energetically and efficien.ly 


carried out. 


We have no direc trol. 
ALEXANDER HOUSE leek of cer wo, 
advisory capacity but through 
constant liaison and uintenance 


SHAFTESBURY AVENUE + WC2 | ®, 20088") So o-day say 
that the quality of production an 


sales policy adopted Aberdeen 
is exactly the same in Newton 


Abbott o 
: We are selling a vice. ur 
"2 OUR TELEPHONE NUMBER REMAINS raw materia! is the new tyre and 
Our success, (0 a ge extent, 
TEMPLE BAR 26 I depends—-after se » the service 
- 4 on the acceptab and con- 

Bee dition of the casing when it comes 

-e nto our works 

ii Our problem is, therefore, one 

of of education By ect repre- 

- sentation and advert\sing we have 

, been preaching { years the 

' value of taking ty of in time 

7 to achieve maximu conomy. 

: Our market is | ronged 
the garage trader ommercial 
user and the privat er. We do 

r not, however. s ect to the 

: private user, A emanating 

: from this source a itomatically 

placed through 1 channels. 

: The difficult sales fore- 

sting are tr We have 

' ‘ recurale i of deter 

5 Stationery and supy processing and distribution nining the f vehicles 
; : registered in a ) territory 

: should still be sent icity House, Dyortt Street, Were we 2 a... this 
a , : correctly, the 5; 10 ot 
WC1 which will now evoted solely to production rong ok Ou potential is 

the number of removed in 

good condition fit for pro- 
cessing. This de is on many 


Mobile consulting team 


,tours the country 
b By BKYN LEWIS, of Tyresoles Lid. 


factors—the condition of the 
roads, the vehicle itself, the 
driver and, obviously, tyre mile 
age. For example, we find we 
are able to treat more tyres in 
Yorkshire per 100 examined to 
say Norfolk. In Norfolk, tyres 
suffer very badly from flint cuts 
and the percentage ultimately 
processed is lower than in York- 
shire 

Now I come to the function 
of the sales promotion department 
as it applies to the Tyresoles 
organisation. Here again | think 
it will differ from the accepted 
operation of a sales promotion 
office 

Because of our far-flung 
Empire, most of our sales pro- 
motion work is done away from 
head office. We spend a good 
two-thirds of our time discussing 
problems on the spot with local 
managements. 


Allocating 

responsibility 

Including the sales director 
the department consists of six 
executives We are directly 
responsible for the promotion of 
national business. One man, 
therefore, is deputed to look afte: 
national accounts. Two spend 
practically the whole of their 
time with concessionaires, acting 
really in the capacity of sales 
consultants. One man devoies 
his time to sales surveys and 
investigations in the field, going 
out with the representatives, help 
ing them, supporting them 
analysing their work and markc! 
conditions and, finally, submitting 
a confidential report on his find 
ings with recommendations on 
how to increase business. Th- 
fifth executive is responsible for 
sales training 

I can best illustrate our work 
by giving a case history 

We introduced Wyresoles with 
the usual press and V.1.P. parties 
and then launched it at the Motor 
Show of 1949 This was followed 
by a series of sales meetings up 
and down the country, putting 
over the story to sales executives 
and their representatives 

A friend of ours, a noted 
motor rally driver, was so inter- 
ested in the possibilities of the 
product that he tried it out 
n the 1980 Monte Carlo Rally 
His report was so encouraging 
that we decided to enter the rally 
field, with the sole idea of prov- 
ing the reliability and perform- 
ance of these tyres in most exact- 
ing conditions. 

We were also persuaded to go 

Continued on page 374 
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The salesman who won’t be shut up! 


— = 


ee He is not a page in a brilliant retinue of pages ;. . 
ILLS & ROCKLEYS glanced at and, if he is very lucky, listened to for a 
M few seconds before he is turned over. For here is a 


salesman who won’: be shut up. . . who stays on the 


job from dawn to dusk, day in, day out, week after 
week, impressing your sales message on thousands 
POSTER-PUBLICISED IDEAS GET HOME of prospective custo: thousands of times a year. 


Truly, posters are the perfect medium for making a 


Poster displays in and around : ‘ : 
Bristol, Cambridge, Cheltenham, Coventry, permanent impressi. Whether you are considering 


Derby, Doncaster, Gloucester, Hull, Ipswich, Leicester, Luton, a single strategic site or @ country-wide campaign, 

Mansfield, Northampton, Norwich, Nottingham, , ; Ae. 
Oxford, Peterborough, Taunton, Torquay, Weymouth, Worcester the Mills & Rock ganisation would be glad of 
and 150 other towns the opportunity to a ‘y's and co-operate in your plans. 


MILLS & ROCKLEYS LTD QUEENS ROAD COVENTRY 
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PENSABLE. SALES FORCE TO 
WOMEN! 


NOTHING SUCCEEDS LIKE SUCCESS! The advertisement bookings in this splendid number are 


further proof that the success of WOMAN’S OWN with readers is only matched by the success of 
WOMAN'S OWN with advertisers. 


THE REASONS ARE PLAIN TO SEE. Whether assessed on the basis of net sales to women or 
readership* among women, WOMAN’S OWN has the most economic rate per thousand among mass 
circulation full colourgravure weeklies for either monotone or colour. 


NOW IS THE TIME TO ACT to ensure FULL continuity for the great campaigns of next year. Book 


WOMAN’S OWN now and make certain of your fall space requirements for 1953, 
* Hulton Readership Survey, 1952 


Voman's OWN | 


STUART MANDER, ADVERTISUZNT DIRECTOR, GEORGE NEWWES LTD., TOWER HOUSE, SOUTHAMPTON ST., Dh” ™, W.C2. TEMPLE BAR 4343 (40 LINES) 
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ADVERTISER'S WEEKI Y 


When 
Export Trade 
has to be 
promoted 
and sustained 
no other 
publication 


in the world 
Can equal 


THE 
ILLUSTRATED 
LONDON 
NEWS 


W. J. COWAN~ Al)! ERTISEMENT MANAGER 
Ingram House 1 Strand * London W.C.2 
Temp '« Bar $444 
David KITCHI\(. Northern Representative, 
4, Chap! “ olks, Manchester 
Te lephor ‘ Slackfriars 4109 
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Mobile consultancy tours country—continued 


over to Belgium to attack certain 
records 

All this work culminated in 
the International Tulip Motor 
Rally of this year, where 28 per 
cent of all competitors chose our 
products. 

On September 29, we launched 
a concentrated selling campaign. 
Instead of putting the whole 
scheme down on paper and mail- 
ing to sales executives and repre- 
sentatives, we split the country 
into four and made persona! calls 
on the local managers to discuss 
the scheme in detail, invite sug- 
gestions, comments and their 
support 

A special sales wallet was pre- 
pared for representatives and a 
complete re-issue made of all 
sales literature and sales aids. 

Daily targets were given to all 
salesmen, special weekly reports 
asked for, competitions arranged. 
To keep everybody in touch with 
progress, a special information 
sheet is sent out from the sales 
promotion department monthly. 

To coincide with this, we intro- 
duced a selective selling cam- 
paign, concentrating each month 
on certain sections of the market. 
In the first month we chose 
retail and wholesale co-operative 
societies. We took an advertise- 
ment in the Co-operative News, 
and supported it by an article on 
retreading. Copies of the paper 


Function of Sales ,Promotion—3 


were supplied to all representa- 
tives. 

The second month we decided 
on coach operators, For this, 
we have arranged a national 
direct mail campaign so planned 
that the representatives follow 
up the mailing letter within 48 
hours. 

Other promotion includes a 
drive on window displays, point 
of sale displays, printing of 
special posters, leaflets, show- 
cards, film strip, letter stickers, 
special appointment and priority 
services, planned visits to the 
factories, evening talks to traders, 
commercial users, motoring clubs, 
etc., and special concentration on 
local weekly papers. 

From the representative, we 
ask for two new contacts per day, 
in addition to his norma! work. 

As a follow up, members of 
the department will keep on 
pegging away, discussing progress 
at visits, attending sales meetings 
and generally keeping everybody's 
attention focussed on the sales 
campaign 

We have a sales force, includ- 
ing area managers, of approxi- 
mately 180. They are trained to 
be as expert as possible on all 
matters concerning tyres. Every 
man is supplied with a van, so 
that he is able to give quick 
on-the-spot service to his cus- 
tomers. 


An ideas exchange for 


dealers and salesmen 
By A. W. BUNN, of Hoover Ltd. 


M* sales promotion depart- 
ment regards itself as 
essentially a service department 
to those working in the field— 
to the people who actually do 
the selling. 

In a sense, We have two sales 
teams, those representatives actu- 
ally in our employ. and the team 
of authorised dealers who sell 
products through their shops. 
These two teams do not operate 
in competition—each represent- 
alive is teamed up with one or 
more dealers who are his special 
responsibility. The representative 
is encouraged to build up and 
develop our business through his 
dealer. 

The representatives are directly 
controlled by their own managers 
in the field force who take care 
of their trainir development 
and progress. We help by pro- 
viding a fortnight!, house maga- 
zine and we promote sales 
contests for then But it is 
mainly through th. dealers that 
the sales promotion department 
works with the ficld force. 

We ensure that ‘sey are sup- 
plied with suggestions for special 
sales promotions. We co-ordinate 
the training mec gs which our 


field managers run for the 
dealers’ staffs and provide outline 
agenda. We are responsible for 
organising window display con- 
tests for dealers. Dealers are 
sent a bi-monthly magazine, the 
preparation and publishing of 
which is the sales promotion 
department's responsibility. News 
of successful promotions under- 
taken in other parts of the 
country feed dealers with fresh 
sales ideas. 

All this activity is co-ordinated 
by a dealer relations manager. 

We also have a number of 
dealer liaison managers who look 
after large groups of dealers. 
Their task is to ensure that a 
common mutually beneficial sales 
policy operates smoothly between 
our managers and these groups of 

ers. 


We support the sales force 
through displays and exhibitions. 
A wide range of display material 
is always available to dealers 0.1 
demand. In many instances we 
also supply the services of our 
skilled display representatives. A 
display and exhibition depart- 
ment takes space and designs 
stands at all the major exhibitions 


Continued on page 380 
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ADVERTISER'S WEEKLY 


Selling to 


the South? 


The 


Evening 
nmeWwSs PORTSMOUTH 


is on duty every day to 

drive home your sales message 
to thousands of readers in 
Hampshire, Isle of Wight, 

and West Sussex. 


INCLUDE IT IN YOUR NEXT CAMPAIGN 


LONDON OFFICE : 85 FLEET STREET, E.C.4 


Change to the 


BOLTON STANDARD 


for best results from 
your advertising 
the town’s brightest 
weekly newspaper 


80,000 readers weekly 
8 - per s.c.i. 
BOLTON STANDARD, 

Victoria Street, Bolten . 
115 High Holborn, W.C.1 


Tel. Chancery 8752.3 


LANNED 
PACKAGING 


WILLIAM W. CLELAND LTD 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C2 HOLbern 151) 


Coronation 
Enlargements 
for display pur: 
are available | 
AUTOTY?P! 

Wiustrated fo! 
Price-tist | 
Brownlow &é 
EALing le 


Telephone CENtral 2846 


CHRISTMAS 
ADVERTISING! 


There is still time to 
arrange a short Christmas 
Advertising Campaign in 
the Home Counties News- 
papers Group. 

The available space /S limi- 
ted, and it is advisable to 
make your reservations 
now. 


HOME COUNTIES 
NEWSPAPERS GROUP 


PER 
$,COL - 
INCH 

LATEST A.B.C. NET SALES 


126,765 


Represented in London by 
WILL KITCHEN, Jor. LTD. 
131 Fleet Street, EC4 Central 1960 


Head Office LUTON. Phone 5050 
Advertisement Manager. Claude W. Gilder 


TRADE 
FLAT 
RATE 
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EACH HOUSE ORGAN SHOULD CONTAIN— 


A little bit of what 
everybody fancies 


By Brian Hilton 


N AGAZINE editors will have 

absorbed along with their 
first whiffs of printing ink the 
simple fact that every issue must 
contain something for every kind 
of reader, 

This problem docs not worry 
some inexperienced industrial edi- 
tors, because they are not aware of 
it But it vexes competent editors 
because they know that a biased 
or too highly specialised editorial 
content could result in rapid 
shrinkage of readership. Some firms. 
indeed, go so far as to publish more 
than one journal so that the various 
facets of their business can be 
properly covered. 

Gavin Starey has, for the autumn 
issue of Mettle (of the Marshalls of 
Gainsborough Group), devised an 
editorial approach of more than 
passing imiterest. 

The Marshall organisation makes 
a variety of products for several 
industries, including tractors, craw- 
lers, boilers, Diesel locomotives, *ca 
machinery and so on. Though these 
machines have a common origin 
their uses are diverse. In order to 
unite all these users as equally 
interested readers of Mettle, Mr 
Starey has devised a theme reckoned 
to appeal to all of them as a com- 
mon background against which their 
various individual concerns could 
be discussed. The theme chosen was 
‘An English summ« The com- 
pany'’s products were dramatised in 
relauion to the part they played on 
a summer's day 

The theme, reports Mr. Starey, 
proved to have nostalgic appeal to 
many overseas readers -and to not 
a few British read in a wet 
November week! 

The idea was effective. It gave 
form to the issue, and though the 
theme was light-hearted, and in parts 
even gay, a good deal of solid 
information was introduced into 
the articles. 

* * * 

RETAILERS NOW want to know 
how to sell Some of the older 
ones have forgotten, most of the 
younger ones hav ver had to 
learn. Now they wonder what has 
hit them, there is a 
slump, or s no moncy 
about s that more 
money is being spent now than ever; 
but there are so ma more things 
on which it can b nt that it is 
spread more thinly. We are back 
to the “good” old days, when the 
business man who ild persuade 
people that they w d his wares 
more than anyon s made the 
profit. 

Retailer house 
printing bromides 
chit-chat and giv 
tion that will hel; 
Goodvear News \s journal that 
has done this. Th umn issue is 
full of “how to sell iff, It starts 
off by pointing out importance 
of having sufficient goods, fresh 
stock, it then giv reasons in 
support of a cla vorld leader- 
ship by Goody follows on 
with articles or sing and on 
display The w rounded off 


by short success 
iks trade is a 


iS must stop 
unimportant 
lers informa- 
n to sell, 


Twinlock New 


bit “flabby like,” but suggests some 
remedies to its readers, including 
the use of an advertising sticker 
stamp, one of which is actually 
tipped into the magazine. I can 
guess what the printer said; printers 
don’t like tipping on to inside pages 
but even printers are now having 
to do with apparent cheerfulness 
what they might have said was 
impossible a couple of years ago. 
. * * 
SEVERAL AUTUMN issues are pub- 
lishing the results of holiday snap- 
shot competitions. While some 
editors feel that the prize-winning 
pictures should be published during 
the holiday season, or immediately 
at the end of it, there is something 
to be said for the delayed-action 
competition. When winter comes 
lots of people like to think back 
to their holidays, and the pictures 
become topical again. Moreover, 


during the summer every newspaper 

and magazine carries bathing beauty 

pictures; in the autumn the amateur 

efforts printed in house organs have 

less competition. 
* 


* * 

PROFESSIONAL EDITORS tend to be 
wary of joke pages, generally be- 
cause it is very difficult to maintain 
a high standard without spending a 
good deal of moncy on buying 
material or pinching it from pub- 
lished sources, which no profes- 
sional! journalist likes doing. Readers, 
however, have other ideas. One 
has written to the editor of The 
Circle, journal of the Circuits Man- 
agement Association, asking tor 
more jokes and amusing stories. 
Editors must not get too far away 
from their readers—and corn is a 
staple. 

* * 

MANUFACTURERS OFTEN report in 
their house organs on the activities 
of their customers. It is seldom, 
however, that the job is done as 
lavishly as in Power to Spare (Old- 
ham & Sons, Ltd.). The story of 
glass through the ages occupies 
more than nine pages, including the 
covers in colour, and this thorough 
report is admirably illustrated. This 
is no puff either for Oldham pro- 
ducts, which are not mentioned, or 
for the glassmakers, who are men- 
tioned but not described as cus- 
tomers though presumably they are. 
The inference is there, anyway. 

* * . 

Surety THe publisher of a house 
journal should state clearly aad 
prominently what his business is? 
The reader has to dig very deep into 
Advance, the house organ of Bulmer 
& Lamb, Ltd., and associate firms 
to find out what they are. They 
apparently own woollen mills, but 
precisely what they do is nowhere 
Stated. 

The special show number of 
Smith's Automobile Review con- 
tained a very fine colour supple- 
ment reporting on the tour of a 
mobile laboratory through the Alps 
to test coach heating equipment. 
Presumably the blocks were made 
from transparencies, which must 
have been of a high standard. Such 
colour pictures are surprisingly in- 
expensive. 
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BEDFORD 


for 
Oarsmen 


one the in 
in 1, qadusly bufidiae ” , 
which they held fro. r 
Sart. Earlier they had’ ‘- 
éphed over St. Paul's by 
eongta. ; 
Bedford School's “B 
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ten RC. .in_ their fir nv 
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feo eclipsing then 


Leeds Office 
11, ALBION PLACE, LEEDS 1. TEL.: LEEDS 24998 


Manchester O 


ADVERTISER'S WEEKLY 


WHAT IS THE best way to tap the big buying-potential in 
and around Bedford? The surest way is to advertise in THE 
BEDFORDSHIRE TIMES and RECORD SERIES, five newspapers 
which are read regularly and carry a great deal of weight 
with the people of this prosperous industrial 
and agricultural district. The fact that your 
advertisement appears in these long-respected 
newspapers will make it even more effective. 
Bedfordshire is one of the many thriving pro- 
vincial areas covered by the 36 Westminster 
Press newspapers. It costs comparatively little 
to place your advertising in the ‘Thrifty 
Thirty-Six,’ and they will give you the finest possible value 
for your outlay. 


the thrifty “SiN 
for well spe ropriations 


All the Pp » Thirty-Six are members of the A.B.C.) 


ERNEST LUMSDON: London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. TEL: CENTRAL 3265 


flice 
MIDLAND BANK HOUSE, 26, CROSS STREET. MancHESTER 2. TEL: SLaCkratans 3930 
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cial artists 

Smith and Brown 

both ran a studio in town. 

But profits showed 

a marked decline 

When they tried colour work in line. 3 pn? 

Though patiently they slogged away, <" 

They took too long to make it pay. : 

When, just before they fell from grace, 

They started using Kodatrace, 


Which, after all, is commonsense — 
For saving labour and expense. 

And now they've Kodatrace to thank 
for lots of money in the bank. 
A KODAK PRODUCT 


THE MODERN TRACING FILM 


Supplied in 30° and 40° widths in rolis of 20 yards and half rolls of 10 yards. 


Sole Distributors: WLC STem 


CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C2 Tel: HOL. 6086 


4 
déror ADVERTISING 


46 BROADMEAD - BRISTOL | - TELEPHONE 26817-20460 


48,000 of these display uni(s were produced by automatic 
screen process printing, with ten variations of copy-matter 
and colour. Carrying dummy cartons they fold completely 
flat for packing. 

Another job well dene by. . . 
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Parker St., Kingeway, London, W.C2 
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EXPRESS / 
DELIVERY 


FOR LITHO | 
CARTONS 


&@ WATTS \10. 
LOWDON, E.C.2 


JOHN us, 80 
4 a stat 


monerch 180 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. BOBINSO,Y 


STUDIOS, LIMITHY 
72a Plough Rd., Battersea, S WV || 
Ted. Nos. Battersea S300 & 486. 


PADDINGTON 
ADVERTISING 
COMPANY 


37 SPRING STREET » 
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TRANSPORTATION ADVERTISING—4 


London underground sites 


How to design advertisements for 
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To ensure that advertisements on tube stations and in underground trains pull their full 
weight, designers must bear in mind the differing characteristics of each type of site. A 


ADVERTISERS and agents, 
while devoting much study 
and research to the most effec- 
tive use of the press, do not 
always exercise equal care in 
mastering the design and copy 
techniques required for trans- 
portation advertising. Especi- 
ally, perhaps, does this apply 
to advertising on the London 
Transport underground system. 

his is no fault of the British 
Transport Commercial Advertise 
ment Division, which has taken 
pains to advise and assist visua 
lisers, Hints to visualisers have 
been included in several issues 
of the Division's Statistical 
Bulletins, circulated to all agents 
and to many advertisers. But « 
is one thing to disseminate 
information, and quite another 
to get the people concerned to 
read it and profit thereby! 


Passengers a 
captive audience 


One has only to take a journey 
on the underground to realise how 
popular with advertisers are the 
sites on the stations and inside 
the cars. Something like £750,000 


is, in fact, spent yearly by 
advertisers with this medium 
One can observe, too, that pas 


sengers do read the advertise 
ments. To the extent that, while 
they stand on escalators, wait on 
platforms, sit (or stand!) ‘n 


Sixteen - sheet 
posters on 
cross > track 


facing platform 
sites are equally 
suitable for 
short or long 
copy. The Bass 
poster is a strik- 
ing example of 
the former. 
Note that the 
name “Bass” is 
almost on a4 
level with the 
station “bull's 
eve” and is thus 
visible from car 
windows The 
Whitbread pos- 
ter tells a story 
that passengers 
have time to 
read while wait- 
ing for their 
trains. 


trains, they have little. to distract 
their attention, an may be 
regarded as a captive audience. 

All the more important, there- 


fore, is it that, by understanding 
of its distinctive requirements, 
the possibilities of the medium 
should be fully exploited. That 
this is not so in every case is 
evident to the discerning eye 
While most of the underground 


advertisements are well designed, 
and designed so that they are 
suited to the sites on which they 
appear, some are not. These 
represent a waste of advertiser 
money that could be avoided by 


exercise Of a modicum of care 
and common sense 
One of the merits of the 


as an adver- 
diversity of 
Not only do 


underground systen 
lising medium is the 
the sites it offers 


these vary in size and location, 
but im the character of their 
sudience, which es according 


to what passengers are doing in 
the field of vision of a site. The 
audience may be standing, sitting, 


walking, or, on an escalator, both 
standing and moving. To assert 
that the design of an advertise 


ment must be 
considerati 


influenced by such 
ons would seem to be 


Stating the obvious, but it is an 
elementary princip too often 
overlooked 
Faults most often to be 
observed include 
Wrong choice of colour for 
artificial light. 
Failure to choose display 


correspondent points out common faults in design and suggests how these can be avoided. 


the site. 

Copy too long to be read 
while a passenger is passing the 
site, 


These and other errors in design 
need not occur if agents and 
advertisers will bear in mind the 
following points when preparing 


advertisements for the _ sites 
mentioned. 
16-sheet 

Although these are displayed 


on platform sites at a limited 
number of stations, most of them 


are on. cross-track positions 
facing the platforms at about 
9 ft. from the platform edge, the 


minimum viewing distance being 
approximately 10 ft. The angie 
of view and width of the pla: 
forms are the factors limiting the 


distance from which the adver- 
tisements can be read 

It is therefore essential to 
ensure that the lettering is 


sufficiently large to be visible at 
these distances, but quite lengthy 
copy can be used because pas- 
sengers have time to read it while 
they wait 

A small but worthwhile 
additional advertising value can 
be obtained if the name of the 
product or advertiser is incorpo- 
rated in the poster at the level ot 
vision through the car windows 
Passengers can then read the 
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ANNOUNCEMENT 


This Company has taken over the 
sole manufacturing rights under ACM E 
the Patents controlled by Neviol Neviol 


Equipment Limited and are the Blacklight 


sole manufacturers under the ° 
Patents protecting the signs ay) gus 
hitherto manufactured by Neviol 

Equipment Limited. 


Showcards ~ Signs 
Metal, Wood & Plastic 
Iluminated Signs 


ACME SHOWCARD & SIGN CO. LTD., ParaGon WORKS, ENFIELD, MIDDLESEX. Telephone: HOWARD 165! we 


Birmingham Office and Showrooms: Crown Buildings, James Watt Street, Birmingham 4, Telephone Birmingham Central 2325 ACME 
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Your office day gets off to a smooth and efficient start 
with this excellent 1.C.C, machine—designed to save your 
organisation time and money. 

A junior can operate it. It is safe and consistent. Safer 
than a paper knife. 

No danger to envelope contents. Automatic feed. 
Power operated, with adjustment for large or small mail. 
Self-sharpening cutters. °A hand-operated mode! is 
available for firms receiving a smal! mail. 


We shall be glad to demonstrate in your office the 


cc LETTER OPENING MACHINE 


International Coin Counting Machine Co. Ltd., Alexandra Road, ‘amit! 
Enfield, Middlesex. Phone: Howard 1886 ther r Nort 
6 nan ns pn ni aay: ny 
ERNEST 3. 
London Office: 107 FLEE) SIRT, ECA 


J \ a 2 
NovemsBer 13, 1952 379 ee : 
< 
. 
x “a 
: os 
i 
: enc 
aes 
F nod 
eg 
; jay Stands in a" : 
tal Products ie 
34 | 
. . ae 
: fils 
ae a Mia JF 
; LK LL LLL a a & 
. ang 
au ae 7 
F * -_ rt aN SS | ad be ss 
. . Vi " ' aN | ’ on i 
/ fy Ya \ ; e. 
» “ 2 
incoming /<15 2»\ | a J - v2 
ty Y | ae 
mail ee (7? couse MENS of 
ee ae. o 2 oe OP . ae a 
oh i = es | pps — / we. E8708. eee j i 
opened E Ft eet | ae 
‘ sn i | . 
, Pn <a a 
4 4 ‘> 4 x? ae 
In a BEF aka OY — 
e * a SS ; . ee hk — 7 - 9 
minute Sn Ga ras DL | = EE 
> * : 1 setegras sent ot ome Wes Pi Gouhwoumdd “Pele ee > 
; er a ee 5 sod Pn a : 
= aw amen, — wi ee oe a 
| se sete Oran fo) BALLYMENA ‘eee m NY 
LONDONDERRY ee — 3 \ 
 OHERA WUITENEAD 4 rm » 
‘ ¥ CARRICKFERGUS. g@¥) BANCO es aot 
oe e TOOME®  guaxpaxtown gO” ( oo 
OMAGH @ wn WELT @avram ; ee SW 
ae a B eae br 
SNOW THERN. v 
J N BELFAST & int 4.3 
OUNGANRE: » @ GAN @iiseurn A re 
~~ : cot Ig 
(QV INESTOWN@® neu nbting e 
: a Q cnn ee 
‘Hy piemsnnsen “cannes heen bd il) 
i Oe, k ET aati wEWwCasTLE® ki Gt 
ee rs 
~ pA an exrofthe Ara sith ea 
2 <n 
ae Abita 7 
Vale 
hee Ira hae 
(phome 22884) Re ck 
YES a i 
Central 9179) hie 5 
ae 
= on 
oft aie |, See a a ae “TS OU Bees ee ge <5 a (8 ee 


ADVERTISER'S WEEKLY 


380 


Novemser 13, 1952 


| Trans ion advertisi ‘ontinued 
A Stitchcraft reader writes... eee 


Women act on — 


Stitcheraft 


ABC net sales 219,814 copies a month: Type area page 8} ins. x 6 ins. 
£204 a page: Advertisement Manager 8S. H. BOWDEN, Stitchcraft Ltd., 
Great West Road, Brentford, Middlesex, Telephone EALing 6283 


A New, Quick SERVICE 


Two essentials every user of Multilith and Rotaprint Machines 
are (1) Rapid reliable service and (2) consistent high quality. Both are 
features of pon which The Strand Lithographic Co have 
staction, You are invited to contact the address 

where you will receive courteous and immediaic 


business 
built up « mero 
below -Terr Dev 
attentwn 

“ALLAN” SERVICE 

the Strand comprehensive service invaluabic 
data then the Company handies the job from 
ady for your machine 


Miny concerns find 
Simply 
idea two fins 


THE STRAND LITHOGRAPHIC CO. LTD. 


157 FARRINGDON RD., LONDON, E.C.1. Telephone Terminus 2691 (4 lines) 
—"Kathbone) 141 


supply the ase 


red plat 


New 
appropriations 


embracing trade advertising aimed 
at plumbers, heating and ve ting 


engineers, sanitary engines and 
builders etc. should certai: 

the foremost technical ar 
Journal. 


“THE PLUMBER 
& JOURNAL of HEA 
32 Finsbury Square, Lond: 


Specimen copy and rate 
with pleasure 


$-6 CARLISLE STREET. wit 
TELEPHONE} GER 8225/6 


| average 


| easy to test \ 
| distance Tt 


a 


mrsions eo/ 


NEWs 


OF THE 


we - 


Left: A good escalator panel advertisement, The Lemon Hart message 
can be taken in at a glance, and the wording is bold enough to be 


read with ease from both up and down escalators. 


Right: The “con- 


tents bill” type of advertisement, with its very bold letters that hit the 
eye, is eminently suitable for escalator panels. 


name opposite their window while 
a train ts stationary 

Colour treatment must be 
effective for artificial light. 


Double crown and 
quad crown posters 


These are displayed on plat- 
forms and in passages. In the 
former case, passengers cannot 
stand more than 10 ft. away if 
standing directly in front of the 
poster. As they will be waiting, 
time permits long copy, if inter- 
estingly presented, to be read. For 
this reason, platform sites are 
often used for “public notice” 
types of advertisement, ie¢., 
announcements of meetings and 
entertainments, Posters sited in 
passages, because passengers are 
likely to be walking past them, 
must compel attention by striking 
illustration and bold lettering. In 
both cases, colour treatment must 
again be appropriate for artificial 
light 


Escalator panels 


Here the advertiser must bear 
in mind the speed at which the 
escalator travels. which ranges 
from 100 ft. to 165 ft. per 
minute, Advertisements must be 
designed to give legibility on both 
the near and off side range as the 
passenger travels up or down, He 
cannot, if he wants to, stop and 
read. Bold slogans, illustrations 
that hit the with the very 
minimum of copy, boldly dis- 
played, are imperative. These 
sites are for reminder advertising 
that reminds with one sharp 
punch 


Underground car cards 


Even the ro 
opposite a passe 
- 
ft. away 


eve 


card directly 
ger is on an 
and the one 
farthest from h in his section 
of the train 11 ft. away 
Advertisers tend to forget this 
when preparing copy. It is quite 
ty at a given 
flect of the 


nternal lightir n colour com- 


binations should also be borne 
in mind and tested 

One reason for failure to take 
all these considerations into 
account is the desire to economise 
in production costs. There may 
be cases in which a poster is 
equally suitable for outdoor and 
for underground display, but this 
must not be taken for granted. 
For example, many advertisers, 
when placing orders for double 
crown posters to be shown both 
on underground spaces and on 
the double fronts and backs of 
buses. make the mistake of using 
the same design for both pur- 
poses. They forget that whereas 
the station poster is static the 
bus poster is mobile at a heignt 
of approximately 12 ft. from 
ground level. Different treatment 
is probably required. Economy 
here may well prove false 
economy. 


SALES PROMOTION 


Continued from page 374 


throughout the country. In 
addition, we collaborate with 
dealers at hundreds of exhibitions 
—large and smal|l—throughout 
the year. A mobile exhibition 
unit represents us at agricultural 
and similar shows. 

Our sales education department 
do a lot of work lecturing on 
salesmanship to dealers’ staffs 
and giving talks to organisations 
such as schools and women's 
institutes. The publicity value 
of this on a long term basis is 
considerable for modern labour- 
saving appliances in the home. 

Sales promotion is a function 
of sales management. Its task is 
to provide the greatest help and 
service possible to the people 
who are doing the actual selling. 
The specific nature of that sup- 
port will vary according to the 
nature of the business. But if 
there is some service or help 
which your sales force should 
have, and they are not getting it, 
then your first job is to make a 
sale to your board of directors! 
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Steghounds meet at Castlewellan Castle, Co. Down 


Belfast News-Letter 
Established 1737. 
Northern Ireland's Premier Newspaper 


Advertisement Manager: WM. CHAPMAN 
Lendon Manager: ERNEST METCALFE. 85. Fleet Sireet 


SI 


ADVERTISER'S WEFPKLY 


ad 
Sroteman 


is without doubt the most far- 
reaching morning newspaper 
in which to advertise to 
Scotland’s influential business 
and social communities. Adver- 
tisers whose products appeal 
to discriminating —_ buyers 
appreciate the value of this 
important national medium. 


SCOTLAND’S NATIONAL NEWSPAPER 


North Bridge 63, Fleet Street 
EDINBURGH LONDON, E.C.4 


1A AARC NAN 


A.B.C, 23,218 


The 


Largest ci rculation 


CANINE MAGAZINE 
THE 


DOGS’ BULLETIN 


Advertising Department 
Newspaper Representations Ltd. 
231 Strand, W.C.2 


Tel: CITy 5906 


For immediate disposal . . . 


1 TOURING CINEMA VEHICLE | 
2 TOURING EXHIBITION VEHICLES 


(Late property of Royal Society for Prevention of Accidents) 


TOURING CINEMA 
VEHICLE 


1949 Fordson Thames 
prime - mover. Close 
coupled 26ft. Carrimore 
body with 30 folding 
seats. Counter-balanced 
steps. Complete with 
Cinema screen, internal 
speakers, black-out 
curtains, spare wheels, | 


ESE 
batteries, charging pliant, 


generator, etc. etc., £1,650 Complete, delivered. 


f el EXHIBITION VEHICLES 


} f 


| i. | 1947 Fordson Thames prime- 

| v § mover bodies as above. (One 

vehicle with new engine). Each vehicle 

£1,260 complete with batteries, generator, 

& £1,275 charging plant, 45 watt amplifier, 
respectively, delivered. spare wheels etc. etc., 


Send for full detai's and dlustrations to: 


J. E. LESSER & SONS LTD. 
290 Balham High Road, London, S.W.17 
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Trade journals, talking of marketing, urge— 


The importance of 
catching “em young 


Among the trade press articles spotlighted this month by Scrutineer are three which illustrate 

the importance of promoting and selling goods for the younger generation —sweets, clothes 

and shoes. At the other end of the seale, ironmongers are being urged to prove to the public 
that their wares make just as good, if not better, Christmas presents as fancy goods. 


HEN sweets are ifced 1 shortage was so protracted that In order to investigate _current 
rationing. as many people some muy have been slow to kick needs and discover deficiencies, the 

- e hemselves out of the mental haout Record asked Nursery World w 

think they will De soon, will tix of regarding distribution as a pas nvite its readers, who include 
new young generation act in the sive function Selling demands parents of children of all ages, to 
same way as adults did in the sggression, forcefulness and, above submit their views The result is 
«hoo! and teen-age days pick il. a singleness of purpose in summed-up as follows Naturally, 
he biggest buy when the six inducing the customer to spend : number of them complained about 
pences (not pennies nowadays) more than she might have done. To things already — being dealt with 
ire in short supply and exper inticipate her requirements, gauge One reader said plainly that — 
nent with all sorts of concoctions her tastes and exploit her mmpulses hx thought . bus suits wit 
flicient money is at hand” require the willingness to try out four to eght buttons was unprint- 
=o a. ‘ new lines and take risks ible The burden of their com 
Will the 25-40 group first resort “It is not enough to expect turn plaints may, however, be summed 
to their prewar favourites oF over to increase merely because you up in that more attention should be 


carry on with those to which they have a well-balanced stock, a bright paid to labour-saving clothes for 
have become accustomed during 


the past twelve years? Will the 
sider people return to thei hur ’ , "Dp? 
se eee inte ther lozenges SUCCESS SECRET FROM ‘DOWN UNDER 
r those boxes of luscious choco 
sites which weren't good for the 
figure, but which were disposed 


if yust the same 


Ih can bh no itisfactory 
iW to such questions though 
1 be maintained that upgrading 
f qualt is & necessary mitial 
p for satisfying future demand 
ws Confectionery Production, and 
mMiLiNUEs Many of the oldes 
tablished confectionery houses in 
ws country have been developed 
n the bas f a high-quality tin 
s particular type of sweet that 
synonymous with the name of the 
wnula it \ he sar 
nus pomted out 
oduction of red and 
yvourites has thot he n 
tne = PTOcEss A suicc on « 
vacks have been introduced in 
vceordance with modern acceptance 
dive sing tactics hav been con 
nually brought up-to-dat and 
she s even mo np int, new 
machines and juipmet at m 
stalled as available for the b 
production of the sweet These four advertisements are typical of the collective campaign 
It is a complex question. Young pic jis being conducted in Australian newspapers by the Aerated 
poarne ap nd . sagtions - . o Water Manufacturers’ Association of Queensland They are repro- 
— - prea “i The ; duced over here in “Soft Drinks Trade Jourr 4 
flees, caramels of boilings ! . -_ 
! » 
“ - &.. > hy . a department and pleasant sales the busy mother nd fewer fancy 
. Phe x om "h d on dutt assistants, Your customers must be hows and frills 
{ the was dissatisf made aware of what you have io 
wild be no replacemen _ nw “- —_, a lively Problems of shoe 
: / a) , ing persiste ‘ Ole sa GSEY WERT SERRE 
_ te jo dems oe a “Fortunately there are signs tha box design 
oe is kde mare the children’s wear industry has 
in rate ‘seggfths ie a become more alive to this The SoME TIME ago league im an 
baat 24 5 London Children’s Wear Trad art — 7 Abvt aTis . bee = 
st of its kind to be held SCOPMTUL aM sign of shoc 
Selling clothes to ae ome ‘s - most potent boxes. . called f shanties 
y d P method of stemulating business, and ment of the tradition which decides 
m.. L.A its sponsors are “ag applauded that every new p shoes shall 
Reapers of tHe D hb for their courage in staging ths kind be sold in ‘ wh ¢ cardboard tomb 
October 2S issue, go i of miniature B.LI Were it solely ind descr ed the of the aver- 
paper, plus a 7l-page d 1 shop window for the latest goods amt .~ sh p g “covered 
supplement devoted or purely a meeting place wher from ~~ o h row upon 
wear for then 9d. Th buyers can view numerous ranges row 0 colourles verity He 
ntitled Mo \! i under one roof, it would be worth suggested tha flort shouid 
Teens opened with tt { while, but as a symbol of unified ve made to usc hoe box as 
he trade Fundam trade action it ws even more far + Sales-pusher 


S & positiv < ’ I reaching The Shoe ar her Record 
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sdmuts that there = a certam 
amount of justification for the 
criticism, though the problem ot 
packaging shoes is by no means 4 
simple one. “The box, which in any 
case is not always white, is not an 
integral part of the product, as th 
tube is with toothpaste or the tn 
with shoe polish.” it says. “Some 
retailers, though this .time- and 
labour-wasting procedure is dying 
out, transfer all shoes received into 
stock boxes of their own, which at 
least achieves uniformity and enables 
them to maintain their own colour 
scheme ; some retailers conceal their 
stock and the box is seen only at 
the fitting stool And whether or 
not shoe boxes are in sight within 
the shop. shoes themselves are not 
displayed in boxes in the window 
aS groceries are. Furthermore, shocs 
when sold are often wrapped in 
paper or taken away in carrier bags 
which can be made the vehicle for 
reminder publicity The box is 
merely a container for the shoes ta 
transit or in stock and at best has 
a very limited value as a ‘sales- 
pusher 

“However. manufacturers migni 
well look carefully into the applica- 
tion of colour and modern design 
for boxes and end-labels. In om 
field of shoe-packaging there is 
without doubt, great scope for using 
the box for positive sales promotion 
and several manufacturers are doing 
so with great ingenuity. That is 
with slippers and indoor shoes, par- 
ticularly those for children: in one 
instance, the box becomes a garage 
for the car-slipper; in another it 
can be transformed into a toy 
theatre; the third is colourfully 
decorated and has the sales-advan- 
tage of a transparent lid. Unlike 
regular shoe boxes, these and 
similar slipper packs have powerful 
sales potential for window and 
interior display and should be fully 
exploited, along with the slippers 
for this purpose.” ‘ 


The advertiser’s 


own fault 


A USEFUL HINT fo advertisers in 
the trade papers is contained in a 
follow-up of that article in “Shoe 
and Leather Record The paper, it 
is stated, had been “gently re- 
proached” by a firm “whose weekly 
column is a bright feature of the 


Record advertisement pages for 
not mentioning their pack in the 
article Why did we omit it’ 


Because we knew nothing about it 
savs the paper. Regularly, we have 
invited manufacturers and distridu- 
tors to send in material. We cana 
only comment on w hat we come 
across or is sent in” 


Ironmongers make bid 
for Christmas trade 


“For roo tong the Christmis 
gift trade has been confined to fancy 
goods and the smaller domestic 
lines Nowadays, the emphasis is 
on useful presents and a grea 
number of articles to be found in 
every hardware store come within 
this category,” says Hardware Trade 
Journal in its annual autumn trade 
issue, in which the paper makes its 
first imeursion into colour = for 
editorial pages 

Not at all a bad effort for a 
weekly journal which averages 200 
pages per issue! 

In similar vein, the lronmonger 
puts the accent on the need for 
Ironmongers to attract the Christ- 
mas gift trade. “The gift trade is 
not one which automatically grav 
tes im certain directions: mt nas 
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“Compeign” 
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Results 


at 


“OTHE DRAPERS’ RECORD” 
"(45,000 each week) 


>} MEN'S WEAR” 


: 
: 
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: 
: 
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Head Office: 


KINGS BOURNE HOUSE 


229/231 HIGH HOLBORN, W.C.2 
Telephone: CHAncery 629! (6 lines) 


Branch Offices at: 


Manchester Birmingham Glasgow 
Leeds Leicester Belfast 
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| Serutineer’s review of trade journals—continued = EE 


“Make Sure you 


Suggestion for a mailing 


Nevin D. Hirst 
(Advertising) Ltd. 
Leeds and London 


ULTRASONICS LTD 


to reach makers of preserves, 
pickles, milk products, soups, pastes, 
and all which 


manufacturing process. 


FOOD MANUFACTURE 


Stratford House 
Eden Street « London - 


foods involve a 


N.W.! 


FOOD MANUFACTURE Is one of the 
LEONARD HILL TECHNICAL GROUP 


BR 


“4 E specialised monthly 

journal dealing with all 
civil engineering in which 
earth-moving and earth 
moving equipment are in 
volved open-cast coal and 
iron ore, hydro-electric 
developments, land re 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con 
struction, etc 


MUCK SHIFTER 
and Public Works Digen 
is another publication of the 


MANUFACTURING CHEMIST 
TEXTILE INDUSTRIES A Fines 
PAINT MANUFACTURE 
woee 

Poon 


» CROPS - ATOMIC S 
MANUPACTURE 
POTTERY 4aND 
BUTE DING 
MUCK SHIFTS 
rereo.rum 
CHEMICAL AND PROCESS 
PNOINERR ING 


GLASS 


DIGEST 


All published at 
Stratford House 
| Eden St., London, N 


Specimen copes ” 


to be attracted, by dint of displays, 
publicity and resourceful selling. 
The seasonal spending mood of th 
public, coupled with the increasing 
need nowadays for gifts of a pra-- 
tical and utiltarian character, make 
it well worth the ironmonger'’s whic 
to try to attract it. 

“One of the most important moves 
in this direcuon has been tne 
National Federation of lronmongers 
Hardware Gift Token Scheme. The 
potentialities of this are gradually 
being realised in the trade, albeit 
sull too slowly. Every eligible iron 
monger who has the good of th 
trade at heart, not to mention his 
own interests, should never 1 
exchange a token 

“Another method of gift publicity 
is the sales letter campaign—an cx 
periment which is well worth serious 
consideration by those who hay 
not already tricd it A point to 
remember is that even those who arc 
not induced to make any immediate 
purchase will be favourably im 
pressed by the approach and will 
later recall it, to the benefit of the 
ironmonger.’ 

An article, claborating on th 
direct mail suggestion, contains this 
Last Minute Suggestions” letter 

Dear Sir or Madam 
this time, some of the 
your Christmas gift list are, in al! 
probability still clamouring for 
urgent attention because you have 
not yet found anything suitable at 
the right price. Even worse, perhaps 
is the prospect of having to pack 
up the gifts for posting after they 
have been bought! Let us help you 

enclose a special list of gifts 
you will recognise easily from 
description without having to 
call and inspect them. You will find 
that in each case we have stated +n 
extra cost of packing and postage 
If vou wish, we will pack and post 
direct on vour behalf—just send us 
vour cheque and a list of the 
to dispatch, giving in each case the 
address of the re 
and rding 
on the wift card which we w 
enclose in the parcel.’ 


‘Many successful fish 


friers used ads.’ 
Fish 


fuse to 
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De-rationing has called for much 
ingenuity from tea advertisers 
Typhoo announced their pictures 
scheme in “Grocers Gazette 


1 feature 
heen the cc 
trade 


hie smmiaiier 


press 


novel 
Domestos 
Chem 


sises, a 


done, that the 
fo bother 
the 


have 


Will Clemence 


of the 
advert 
obituary 


ua & Drug 


others in the 


soap war” has 


nsistently hard-hitting 


sing of one of 
mbatants This 
s Offered by 
Stergene in 

it empha- 
series have 
does not 
with coupons and 


like 


/ 


retaner 


d res that it is 
nd more apparent 
iriers seem to 
some form of 
ndulged in 

Ss Inner who 

sure of suc- 

ngecly enough 
consider that 
have been 

1rough the 

and it is 

nany of the 

ful fners have 
isistently in 


Ss. 
y methods of 
to the im- 
the public—anod 
inexpensive 
n being led to 
{ a trier is un- 
hen the reason 
horoughly satis- 
volume of 


finest frier in 
be open for 
st convenient 
let the people 


1 will do no | 


uu are domg 


Influencing doctors to 
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Continued on page 388 
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tiple 


By using the advertising 
columns of THE SYREN 
AND SHIPPING your 
name will be kept in 
front of the leading 
Shipowners, Ship- 
builders, Ship repairers 
and Marine Engine 


Builders at home and 
overseas. 


* 


THE SYREN 


AND 


SHIPPING 


is the only weekly Shipping 
paper to publish monthly lists 
showing Tonnage under cons- 
truction at home and Overseas 


Send for @ specimen copy and rate 
cord to 


SYREN & SHIPPING LTD. 


26-28 Billiter Street, 
London, E.C.3 
Phone: Royal 5322 


Drums, kegs, tins, cartons, 

31 firms are advertising 

them knowing they will reach 
makers of Paint, Ink, Varnish, 
Oils, 


Greases, throughout Gt. Britain 


Colours, Chemicals, 


and 63 overseas markets 


Numbers have a value, and 
337 advertisers are proof of the 
great advertising value of . . . 


Paint, Oil & Colour Journal 


8386 FARRINGDON STREET 
LONDON, E.C.4. City 4788/9, 6640 
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Presenting technical subjects pictorially—2 


Sectioned and exploded views, 
and sketches 


By W. D. 


gx TIONED views are best 
used to illustrate a simple 
statement or straight descrip- 
tion. Exploded views are best 
applied to the description of 
certain Operations or in a spare 
parts catalogue. 

Validity of this rule may be 
demonstrated by reversing t. 
Thus, if the potential customer 
reads that “actuation of the piston 
valve is achieved by gearing in- 
cluding a rack and pinion,” but 
the illustration shows a lot o! 
bits and pieces strung out across 
the page then, even if he is a 
brilliant technician, he will have 
difficulty in understanding the 
mechanism. Similarly, if he is 
looking for a special part in a 
catalogue, and all he has is a 
sectioned view (even though 4n- 
notated), he is unable to visua- 
lise an entire shape, as he would 
be able to do with an exploded 
drawing 

Having selected the type of 
technical illustration, the next 
task is to make that illustration 
48 ZOod as any in its class 

In a sectioned view this can 
only be done by making the most 
inanimate and = unprepossessing 
object tell a story 

If the subject is a contact- 
breaker, one must be able to dis- 
cern how the contact is broken 
If the object is a train of gears, 
those gears should almost turn of 
their own accord. And even if a 
whole gas turbine engine is being 
illustrated, the external shape 
should be indicated, the air pas- 
sages depicted, as well as the 
obvious function of every moving 
part 


Taking machine to 

pieces on paper 

In an exploded view of a unit, 
the story ts achieved by showing 
the parts come away on paper 
as they would do when being dis- 
mantied in practice. . There is 
nothing more annoying, especially 
to a technician, than to see a 
cylinder head detached before its 
retaining nuts or a most imacces 
s ble gasket floating in mid-air 
The impact of this mistake also 
hits the non-technical reader if 
ever he tries to put the handbook 
Or instruction leaflet into practice 

Sketches in technical advertise- 
nents are rarely seen for the 
simple reason that in art. simp- 
heity is not at all simple. In a 
sketch the technical artist can 
sometimes achieve what hours of 


PEREIRA 


work could never produce. It is 
the solution when no other 
method of illustration fits the 
bill 

The “simple” sketch can be 
spoiled by unimaginative treat 
ment It will sink in copious 
copy. It will suffocate in a stuffy 


The author, who produces a 
great deal of technical litera- 


exploded views, warns about 
the difficulties of correctly 


using sketches, and deals with 


two other problems: use of 

shading and colour. In his 

previous article (October 9, 

96) he examined the 

applications of perspective and 

isometric projections and blue 
prints. 


layout. What is needed now is a 
severely disciplined nonchalance. 


Various types of treatments | 


accorded to technical sketches 
can be recalled but the majority 
of them were in Continental or 
American publications 

One such treatment was an 
extremely fine reproduction of 
the sketch in its original medium, 
namely soft pencil. Another was 
a brochure planned from begin- 
ning to end in good typescript 

Next, a word on the principles 
of shading, a bitter subject even 
among technical artists them- 
selves. Two general rules can be 
formulated covering the reason 
for the illustration and the 
reason for the shading. 


Function 
of shading 


It all depends on the purpose 
for which the technical illustra- 
tion is intended. It is necessary 
to see the job right through and 
1 Vague request for “something 
sectioned” is just not good 
enough, If it is decided to shade. 
then the amount of shading and 
the manner of shading must next 
be decided It is not only a 
matter of correctly cast shadows. 
Materials and textures must also 
be depicted, the aluminium alloy 


Continued on page 386 
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Buyers of Coats — Suits - Gowns — Sports 
Clothes Skirts —Jerseys— Blouses 
Furs — House Coats —- Underwear 
Corsets Lingerie-Hosiery-Beach- 
wear — Jumpers and Twin Sets 


Searves — Millinery 


Wear 


Rainwear 


Children’s Gloves — Lace 
Cotton — Woollen - Rayon and Linen 
Piece-goods Household Linens—Haber- 
dashery — Knitting Wools ~ Umbrellas 
Handkerchiefs 81°, of the readership is 


Retailers 19°, of the readership is Wholesalers — 


74°, circulate it among their staff — 79° study the 
“Fashions & Fabrics” 
published by 


THE NATIONAL TRADE PRESS LTD 


DRURY HOUSE, RUSSELL ST., LONDON, W.C.2 
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Famous Names 


n their 


Respective Trades 


HARPERS 


The World's | 
weekly. 


HARPERS 


WINE & SPIRIT GAZETTE 
eading Wine & Spirit Trade 


SPORTS & GAMES 


The only weekly paper for the Sports Trade. 


COAL ana coitiery news-vicest 


The monthly 


DIGEST for the COAL and 


HEATING APPLIANCE Trades. 


For full particulars apply 


HARPER & Co. 


London, E.C.3 
= Telephone ROYal 3838/9 ——= 


8 Lloyds Avenue, 


Technical illustrating —continued 


Industries. 
Twice Weekly. 


If the product involves... . 


Production 
Processing 
Testing 
tmepecting 
Finishing 


MUST CARRY YO 
 — 


of ferrous or 
non-ferrous 
metals 


UR ADVERTISING MESSAGE 


A reliable medium for 
HOME & EXPORT 
Advertising, reaching the 
firms that matter and read by 
Executives in all Branches ot 
the METAL and its Allied 


Tuesdays & Fridays. 


_ | 


THE KENNEDY PRESS (! 
LONOONM OFFicE 


1) KING STREET WEST. MANCHESTER 3 


sroeono STAEET, LONODON. Wee 


Correct use 


casing with the blade “crackle” 
finish, the layered armature, the 
coiled electro-magnet, the fuzzy 
filter and the shining steel. The 
tiniest of details, screw-threads 
and rivet heads, all require the 
closest scrutiny and the most 
imaginative application. 

Various text books on technical 
illustrating indicate how all the 
multitudinous details. of which 
a bare few are mentioned above, 
may be dealt with. The skill of 
the artist is stretched to the full 
in the intelligent application of 
shading. The same applies to the 
use of colour. 

Among the finest examples of 
coloured technica! illustrations 
are those produced by two British 
firms, Rotax and Plessey. They 
may be seen in most issues of 
the aeronautica! journals. 

These brilliant examples are 
produced by severe discipline. 
Some artists, upon discovering 
that they may use colour tend *o 
go beserk and the result is a riot 
of colour piled on top of tech- 
nical confusion. 


Red is the 
dominant colour 


When a unit is sectioned, it is 
standard and good practice to 
show the ends of all parts that 
have been cut through in red. 
This dominant colour running 
round the raw edges of sectioned 
casings and sleeves immediately 
informs the viewer what exactly 
has been done. His eye then 
ranges those parts that have been 
laid bare and here other colours 
should be called in to help him 
get his new bearings 

Shining steel is generally blue, 
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of colours 


aluminium and duralumin blue- 
grey and bronze or brass parts 
yellow. However, should the 
interesting point about the unit 
in question lie in the fact that 
air or oil at certain speeds, 
densities Of pressures pass 
through that unit, then colours 
may be selected and used accord- 
ingly. Colour consistency, not 
consistent colour, is the golden 
rule in such selections, and it cap- 
not be too strongly stressed that 
colour is but a means to an end. 


Trade journal 
commends P.R. 


THE PUBLIC relations of a firm 
were commended by its trade 
journal! recently. 

Commenting on the recent price 
reduction announcement for Bata 
shoes, Shoe & Leather News says: 
“Seldom has anyone in the shoe 
business ‘hit the headlines’ with 
such a bang as did Mr. John 
Tusa, managing director of the 
British Bata undertaking, when 
he announced a 20 per cent cut 
in the retail prices of his com- 
pany’s rubber footwear. His 
statement made front-page news 
in many of the great dailies, and 
gave the Bata organisation one 
of the biggest slices of free pub- 
licity which has fallen to the lot 
of any business for a very long 
time. 

“The impression that went out 
to the public the following morn- 
ing was one of the Bata Com- 
pany being well on the side of the 
consumer.” 


meter and exposed to a series ol 
harmless looking advertisements, 
that I realised what differences 
in “emotional arousal” I was 
experiencing. 

What can we in England learn 
from this? 


Not all is 
transplantable 


Let us first recognise that we 
are not likely to be able to trans- 
plant the whole American copy- 
research set-up and make it work 
here. We alread, know quite a 
lot about the techniques in use 
and We are qui'e competent to 
assess their merits. Despite these 
facts however. I think we can 
learn several] things 


First. we mus; not let that 


MI) 


worn out cliche 
edge is a dang: 
vent us from u 


: little know!l- 
is thing” pre- 
» and develop- 


AMERICAN REPORT: COPY RESEARCH 
Continued from page 358 


ing to the utmost the 


copy 
research methods already avail- 
able, 


Second, we. as research men, 
must carry the creative people 
along with us at every stage and 
make sure that they realise fully 
that copy research is a tool for 
them to use. 

Good copy research can do 
two things for the creative people 
in the agency. It can widen their 
experience by bringing them into 
closer touch with the people they 
are trying to talk to and while 
leaving the genius all the scone 
in the world, it can help to main- 
tain the general standard of the 
run of the mill advertising 
material. 

Finally, copy research makes 
people think hard about adver- 


tisements and that alone is 
sufficient justification for its 
existence. 
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” CYCLE SHOW 


EARLS COURT 
15th-22nd NOV. 1952 


We shall be there on 


Friday, November 14th 
to welcome Press friends 


ercules 


STANDS 36 and 55 
OFFICE IN SHOW - 021 
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Credttct Safty Greatest Sirengit 
Greatest Service GrealésT Saving 


Get ready now to meet and master 
treacherous winter road conditions. 
Pit the tyres that give you greatest 
winter safety — the tyres with the 
Gold Seal . . . ‘Dunlop’ and Dunlop 
‘Fort’. The safety secret is in 
the unique patented tread which, 
with its scientifically disposed knife- 
cuts, squeegees the water-film away 
so that the thorsands of staggered 


‘ . 


to the es of — - tyres. 
It tly juces ri damage 
} age under-inflation, de- 
flation and kerb impact. 


DUNLOP 


ADVERTISER'S WEEKLY 


A well-selected, well-com- 

piled factual record of what 

is dome, of what can be done, 

to promote industrial effici- 
ency .... that is PERSONNEL MANAGEMENT, and 
that is the reason why it is read by men and women of 
director or executive status in industry, people with a quick 
appreciation of the latcst method or equipment that promises 
increased output or lower production costs, whether by 
mechanical means or by staff welfare and efficiency measures. 
PERSONNEL MANAGEMENT gives you a monthly 
interview with industry's top line buyers—taking your sales 
message past the doorkceper, the secretaries and subordinate 
officials straight to the executive. This man is often empowered 
to order the goods or services he approves, and his 
recommendation stands high with the Board of Directors. 


Personnel Management Welfare & Industrial Equipment 
is read by the Managing Directors, the Works and Departmental 
Managers résponsible jor sm) services as Heating, Lighting, Air 
Conditioning, Factory Amenities, Welfare, Health e Hygiene, 
Canteen & Sports Facilitic:, a: well as general industrial equipment. 


ADVERTISEMENT MANAGER 
180 FLEET ST.,E.C.4 PHONE: CHAncery 8644 
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SCRUTINEER 


nm question is a nose drop pr i 
tion li is interest ’ au 
this is packaged tr ‘ wa first 
in @ green and ere cartor ' 
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counters and in the wir " f 
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in a plain black-and-white rron 
which is supplied to other pharma- 
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Case history of colour 


value in self-service 


AN INTERESTING case history of 
olour mportanc in self-se 
mark ng has been reported | 
Scottish firm packing ts wn 
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Wrapped in cellophane, the t $ 
carried data in blue. The cok was 
Ya ul ssful on th wa 
ginally hoped, the blu howing 
had gain the conten I he 
i k badly, desp 
men iS po t " 

} d one day th he | 2 
hit fon 1 red, the su " 
ne tha he bi had 

d imy 
As an exp n he d 1 Ww 
fon 1 red i d of blu Th 
w dina th 
walked f the shop 
! pack rice, Sa 
t t he d 1m red in 
1 of 1} xp n 
r imp 
! Wheth 
! d lour mm every 
fet bl The poi 

‘ 1 fy th of 

" howev sa 
! dl visible col 


Editor of a trade journal 


for twenty-one years 
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Architecture 


BRITISH HOUSING AND PLANNING 
REVIEW 


Largest circulation ony bem 
authorities and official 4 
in U.K 
Bi-monthly 1/6 
42 Devonshire Street, London, W.! 


The Monthly 
Register 
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TRADE AND |! 


Gas 


Boot and Shoe Trade 
tees 


Britain’s Leading Weekly 
Shoe & Lecther Trade Paper — 

THE SHOE & LEATHER NEWS 
SPENCER HOUSE, SOUTH PLACE, E.C.2 
Advertisement Rates on Application 
Telephone MON 0666 9 


THE SHOE & LEATHER 


RECORD 


Founded 1886 


one of its features is 
reliability, 
vital in a trade journal 


GRANVILLE HOUSE 
ARUNDEL ST. LONDON, WC2 
Tel. TEM 5624/6 


Can-Making Trade 


Gas Journal 


Newspaper and expert technical weekly 


Gas Service 


The specialist for Gas Sales and 
Service Staffs 


it Bole Court, Fleet Street, E.C.4 


Campaign in a 
** Selling’ Journal 


“GAS TIMES” Scils gas plam 
appliances and eng necring 


equipment 

“INDUSTRIAL GAS” —Sells gas 
fired furnaces iryers and gas 
healing cquipment 

Both ar uae r Editorial Direc 

tion WF Coxon, M.Sc 


eric FIM. M Instt 


Enquiries 

ARROW PRESS LIMITED 

157 Hagden Lane, Watford, Herts 
Telephon Gad */*« 2308 9 
Telegrams Techpress, Watford 


Heavy Clay 
Industries 


TIN-PRINTER & 

BOX MAKER 
Specialist monthly magazine covering print 
ing on sheet metals, and che fabrication of 
plain and decorated tins, cans and boxes 

from tinplate and aluminium 
CANNING PUBLICATIONS 

1415 COLEMAN ST.,.LONDON,EC2 

Tel.; MONarch 1995 


THE BRITISH CLAYWORKER 


Leading world technica! journal for 
Brick, Tile and Sanitary Wore 
Industries. 

Overseas Sales equal 33°, of total 
circulation. 

CLAY & BRICK PUBLICATIONS LTD. 
23 Tavistock Street, London, W.C.2 
TEMple Bar 7664 


Export 


“ENGINEERING 
& ALLIED TRADES REVIEW” 
A quarterly publication 
devoted to EXPORT 
World-wide circulation 
15,000 copies per issue 
165 FENCHURCH ST., LONDON, E.C.3 


Building 


from etry YUSITIC 


SERVING THE ye INDUSTRY 
The Refractories i (Official Orgaa 
{ The Refrac A hae »clation of Great 
Britain) Claycraft Official Organ of the 
Institute of Clay Technology) 

Digest for Machinery Makers and Ceramic 
Manufacturers at home and Overseas, 
(Published at 34 Townsend Drive, St 
A’bans, Herts.) Annual Subscription: 30s. 


Gt. Bri ain s Overseas 
loedoa & wird Publishing Co., Lid, 
? Chesterfic Curzon St, W.1. 


Municipal Works and 
Local Government 


Aed Moon ipo! end Counts togine.: 


The Powerful and Trusted 
Journal for all 
Advertisers 
wishing to reach :— 

@ EVERY LOCAL AUTHORITY 

@ PUBLIC WORKS CONTRACTORS 
@ THE BUILDING INDUSTRY 

@ ARCHITE & SURVEYORS 


8 SOUTHAMPTON ROW, W.C.! 
TELEPHONE “OLBORN 0452 


Finance and 
Investment 


MONEY & INDUSTRY 


Circulated chiefly on Subscription 
basis to people of High Income 
Level. 


35 Essex Street, Strand, W.C.2 


Health, Hygiene and 
Sanitation 


World’s Leading Journal for 
HEALTH, HYGIENE and SANITATION 
THE JOURNAL OF THE 


Royal Sanitary Institute 


90 Buckingham Palace Rd, London, $.W.! 
Tel.: SLOane 5134-5 


Food Manufacturing 


2\st YEAR 
oF PUBLICATION 


7000 rave hggntttonl = 


Furnishing Trade 


BEDDING & UPHOLSTERY 

incorporating “ SLEEP” 

only British Specialised journal 

devoted solely to the industry, cover- 

ij Springs © Components 

Fimshed Mattresses 

and Upholstered Suites 

33 Furnival Street, London, E.C.4 
Tel: Holborn 9556 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trade. 


180 Fleet Street, London, E.C.4 
Tel.: CHA. 8844 
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Puablications 


Meat Trade 


Meat Trades’ FZournal 
Weekly net sales exceed 
31,000 
For over 60 years the official 
organ of the meat trade. 


5 CHARTERHOUSE SQUARE, LONDON, E.C.! 


Painting and 
Decorating Trade 


Established 
* 7 ae 1881 


The Journal of Decorative 
Art & British Decorator 
The Leading journal for all associated 
with the Pointing and Decorating Trade 
CROMFORD HOUSE - MANCHESTER 4 


Meta’ Industries 


a journal in steel 
for real reader interest 


THE E BRITISH 


STEELMAKER 


7 CHESTERFIELD GARDENS W.! 
REGent 3066 


Photography 


Good Photography 


Monthly—for all 
amateur photographers 


11 Bolt Court, Fleet Street, E.C.4 


THE BRITISH WIRE JOURNAL 


THE WIRE INDUSTRY 


world wide appeal to 
buyers of 
WIRE - WIRE ARTICLES - CABLES 
ROPES - MACHINERY - EQUIPMENT 
Editorial and Publishing Offices 
33 Furnival Street, London, E.C.4 
Tel. Holborn 9556 


BUYERS... 
USE THEIR OWN WEEKLY- 


Published by 


supplies 


Journal of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 

Read by Chief Officers who purchase for 
* Hospitals 
*% Local Authorities 
* Nationalised Industries 

40 Sackville Street, London, W.1 


Paper Trade Telephone » Grosvenor 7241 
THE PAPER MAKER 
THE PAPER MARKET Transport 


THE PAPER BOX & BAG MAKER 
PHILLIPS PAPER TRADE DIRECTORY 
OF THE WORLD 


Mining 


S. C. PHILLIPS & CO., LTD 
3 TUDOR STREET, LONDON, E.C.4 


AVERY BIG COVERAGE 

OF THE MINING INDUSTRY 

IN ALMOST EVERY SINGLE 
OVERSEAS COUNTRY 


Member of the 


Audit Bureau of Circulations 


EQUIPMENT 


16 KING STREET. LONDON, E.C2 
Telephone: MONarch 3293 


PIR 


r 


ABC. MEMBER 


329. HIGH HOLBORN. LONDON. WC! 


4,000 Million Miles 


are covered every year by 
Taxis and Private Hire Cars 


The STEERING WHEEL 
ONLY gives full coverage 


Printing Trade 


— 


| aining Jou 


Read at 
head office 
and on the 
| mine by the 
Industry in 
65 Countries 


Mining jeoree | ust 
eget Seren 


se 


THE BRITISH & COLONIAL 


Printer 


THE ONLY TRADE WEEKLY 


Paperé& Print 


QUARTERLY 
| ses HIGH HOLBORN, W.C.I 


Sports Trade 


THE SPORTS DEALER 


The monthly Trade Paper that is read 
by Sports Retailers at home and 
overseas Published by 
THE SPORTS DEALER LTD 
655 GRAND BUILDINGS, 
TRAFALGAR SQUARE, LONDON, W.C.2 
Telephone. Whitehall 4962 


PASSENGER 
TRANSPORT 
* 

Your announcement in “ PT.” 
reaches operators and manufac 
turers of the world’s largest road 


vehicle fleets. 


* 


PASSENGER 


TRANSPORT 


Timber Trade 


—The 


WOODWORKING 
INDUSTRY 


The technical Journal of the 
timber using industries 


180 Fleet St., Londen, I (.4 
Tel.: CHA. 8844 


| 


ADVERTISER'S WEEKLY 


New feature on 
4 ’ 

ships’ shops 
Because many manufacturers 
are now using ships’ shops as 
outlets for their products, The 
Chief Steward and Ship Stores’ 
Gazette has introduced a new 
feature under the heading “The 
Ship's Shop.” In it new products 
and new ideas are described and 
firms are featured 

The October feature opens with 
a description of the products anJ 
activities of Dufay Ltd. the 
photographic firm. It continues 
with a description of Sparklets re- 
fillable syphons, and the Pakamac 
folding raincoat. A paragraph is 
devoted to Kirby, Beard & Co., 
pin manufacturers, and another 


to Euxesis brushless shaving 
cream. 
Most advertisements in ‘he 


Gazette come from maker of 
consumer goods and this editor:al 
feature will provide a link be- 
tween the advertisement columns 
and the norma! editorial. 


Commonwealth 
number 


The November issue of The 
Manager is a special Common- 
wealth number tying up with the 
meeting of Commonwealth Prime 
Ministers in London at the end 
of the month. Among articles is 
one dealing with the need for 
spreading both our industries and 
our techniques of management 
overseas by John Ryan, vice 
chairman of the Metal Box Co., 
Ltd. Other contributors include 
Paul Bareau, the economist and 


journalist 
Furnishing 
supplement 
The Syren & Shipbuilding (Mus- 
trated) has published a 40-pagc 


supplement on ship furnishing. One 
of the main features is a detailed 
xamination of the furnishing of the 
new liner “United States.” 


* * * 


First issue of British Jeweller 
Overseas in its new form—type area 
10 in, by 7 in.—appears this month 

is & quality production designed 
© meet the needs of the jewellery 
xport market, 


* * * 
Now being distributed at hom 


ind abroad is the 1952 Year Book 
prepared by Confectionery Produc- 


tion for the chocolate and sugar 
confectionery industry The book 
f 84 pages is designed for directors 
ind pens executive an in 


dexed reference as to where 
machinery, mate rials and equipment 
can be purchased. 


¥ * * 


More space is being allocated for 
udvertisers in Authentic Science 
Fiction. Since its inception two 

7S ago space in the magazine. 
which has a guaranteed circulation 
of between 13-14,000, has been 
restricted, 
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ADVERTISER'S WEEKLY 


A CHAMPION OF 
EDUCATION 


Beninp all of George egg the s 

fine work for education f 

using is an idea. He tx 

the status of advert 

entirely of the calib 

engaged in it “When 

numbers of those engaged 

tising know enough 

ness, this indusiry 

status; not before 
This conviction has mo 

the efforts now recognised 

award of the F. FE. Cook Cur 

Regent Club, coupled with tn 

When he was president of th 

vertising Creative Circk 

operation in art traming was 

lished between 

art schools 

and advertis 


agencies 


abou 
will 


closer 


Hulton 
Scho larship 
scheme 


chairman 
Regent, 
Clubs 
opment Com 
mittee 
gate 
worked out a 
plan for pro- 
viding provin- 
cial centres 
with top-ranking specialist speakers 
who are mostly centred in London 
Indeed the Advertising Association 
is now considering his recommenda- 
tions for recording lectures as films, 
film strips, visual aid scripts and 
so forth, for general issue 


George Worledge 


Baricut remarks were expected 
at the Institute of Incorporated 
Practitioners in Advertising Silver 
Jubilee dinner on Guy Fawkes night 

and I was not disappointed. Here 
are some of them: 

“Guy Fawkes--look at the publi- 
city that man has had for 300 years 
—so far as I know without payiag 
for it. He made a most gallant effort 
to raise the level of our public life.” 
And also, “Politicians are rather 
apt to use statistics as a drunken 
man uses a lamp post—-more for 
support than illumination” (John 
Boyd-Carpenter, Financia! Secretary 
to the Treasurer). 

“Most of our critics are either in 
advertising itself, or in the House 

Commons. Either the? know (oo 

they know too little.” 
president, 


“Several of Mr. Boyd-Carpenter’s 
department use our services f 
he would ask them to pay their bills 
to us as promptly as the Inland 
Revenue asks us to pay our 1 
debtedness to them, we would te 
lifelong friends.” (Douglas 


When C. Anstice Brown, the 
Institute's director, was recounting 
how, 26 years ago, the late Philip 
Benson asked him whether he could 
consider leaving the f, a voice 
murmured: “Which bar?” 

Such sallies helped to make the 
evening a most enjoyable onc. 


CENTRE of a lively bunch of 
press and publicity men at the finals 
of the Jamaica Rum Cocktail Com- 
petition of Great Britain, held at 
the Hungaria Restaurant on Thurs- 
day, was Sam Heppner. He gives 
the Mather & Crowther treatment 
to these events aimed al popularis- 
ing rum drinks. 

The competition was won by a 
bartender who wasn't there—my 
friend Arthur Gordon who mixes 
drinks for many of Ireland's adver- 
using men in the Metropole bar in 
Dublin. Arthur sent his recipe, 
someone did the shaking for him. 

Third prize-winning cocktail was 
called Kinkajou Frere was no 
Guinness in it, although the mixture 
(rum, orange, curacao) if taken too 
often might easily persuade the 
patient to stand on his head! 
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48 years with 


"The Examiner" 
GEORGE RILEY, who plans to 
retire from the Huddersfield Daily 
Examiner and the Huddersfield 
Weekly Examiner at the end of 
January, has spent 48 of his 70 years 
with these papers, the last 15 as 
advertisement manager. He has 
earned a rest, but tells me that he 
may do other work if he feels like 
it. 

Succeeding him is his colleague 
for many years, W. J. Lockw 
who joined the papers in 1911 and 
has been with them ever since, apart 
from service in both wars. SVi- 
dently the Examiner knows how to 
get good men—and keep them! 

* * * 


Few agencies’ social functions 
are more enjoyable than. what has 
become known as the “Rex Hop.” 
Staff of the London office of Rex 
Publicity from director R. C. 
; and senior account execu- 
tve G. E. J. Bovill down to the 
most recently joined office boy 
danced at the Paviour’s Arms im 
Westminster. Presence of clients 
detracted nothing from the gaicty. 


Sporting champions were present ai the judging at the Cafe Royal of 
the children’s essay competition organised by the North British Rubber Co., 


featuring their Champion sports 


shoes. 


Subject of the essay was “My 


Favourite Champion.” 


My picture includes the Rowe Twins, 
Twins, 


Maureen Gardner, A. Broady, who is in charge of the North British 
footwear section, T. W. W. Davie, advertising manager of North British, 
and Ben Wilkinson, of The Robert Freeman Co., Lid., the company's agents. 


* * * 


Presented to the MANY of Ronald Brandon's 


Queen Mother friends in the printing and advertis- 


ing world will be interested to hear 
When Queen Elizabeth, the Queen that besides being print buyer for 
Mother, visited this year’s War Dis- 


the S. T. Garland Advertising Ser- 
abled Ex-Servicemen’s Exhibition vice Ltd., be is founder of a con- 
and Sale of Work at the Lord  fectionery reference book. 
Roberts Workshops in Brompton This book, which is to be pub- 
Road, London, last week, the pub- lished in the New Year by the 
licity adviser to the exhibition, Carlton Press under the title of The 
Major Basil Curtis, was presented to Confectionery Retailer's — Hand- 
her. book, has met with the full ap- 
Major Curtis is public relations proval of the National Union of 
officer to St. Dunstan's but he has Retail Confectioners. 


been arranging the publicity for this Contact 


exhibition for three years, during 


which time al! records have been 
~ 


the Bedser 


WHY WORRY P You can’t stretch your in- 
adequate appropriation to include every kind of 
media, but at a cost of 2.084. per column inch 
per thousand, the Universe will give you 
Quality, Quantity and responsive readership. 


broken. 
+ * * 


LIKE Shakespeare's “quality of 
mercy” a luncheon in honour ot 
somebody blesses him that gives as 
well as him that takes, Quite apart 
from this, however, there are good 
reasons why Publicity Club of 
London vice-presidents, councillors, 
chairmen and members of commit- 
tees should be present in force ot 
Frascati’s next Thursda Fr — 
luncheon honour o Ldwar 
OVER 233,000 COPIES WEEKLY Preston. For Mr. Preston is one of 
the stalwarts of the Club, having 
FIELD HOUSE {S BUILDINGS LONDON ec¢ been for five y ts press secretary 
— and for ano five its hon. 

wie secretary. 


makes 


“Our detergent 
rivers whiter and foamier 
than any other.” 
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THE SHAPE OF 
THINGS TO COME 


Famous designers in the industry 
will forecast furniture design for 
the next 21 years in the 21st Bae 7 
day number of —— > 
which is to be published on 
January 2. 

From the consumer angle eminent 
politicians, film stars, miners wives, 


mill operatives and leading indus- 
trialists will contribute on the sub- 
ject: “What IT want from furnishings 
m the next 21 years. 


The issue is being planned as a 
reference book and souvenir for the 
furniture trade. 

* * * 

As from last Monday The 
Northern Echo, Darlington, has 
abolished “A” and “B” classifieds. 
Rate is Is. 6d. per line per insertion. 

* . * 


October circulation figures: Daily 
Telegraph 985,080, Daily Herald 
1,92 6,000, Daily | aoe ‘ 104,834. 


Feeling that mais must a many 
gadgets and improvisations hidden 
away on farms all over Britain, 
Farmer & Stock-Breeder has in- 
stituted a monthly “Ideas That 
Work" competition to bring then 
to the light of day. Prizes aie 
offered 

* a * 

Collins Magazine celebrates the 
end of its fifth year with a record 
December issue, carrying 51 adver- 
tisers whose advertisements occupy 
18 pages. Both these figures are a 
record and complete a year in which 
Collins has carried 20 per cent more 
advertising than ever before. 

* * 7 

The Daily Herald final Com- 
modity Report covers Herald 
readers’ spending on sauces and 
pickles, tinned and packet soups, 
custard powder, meat and fish pasties 
and meat extracts—an annual sum 
of £11 milhons. 


Hats off to this 


promotion piece 


Latest promotion piece for Modern 
Woman is a container resembling 
a two-dimensional hat-box of semi- 
stiff glossy paper in green, yellow 
and black The “lid” bears the 
label, “How to turn the heads of 
200,000 women!” Rates and other 
details are given on the flap of the 
pocket containing the November 
issue of the journal. 

* * * 

A complete play for child actors 
will be included in the Christmas 
number of The Nursery World. 

* * * 

The Christmas Book Number of 
The Listener will be published on 
December 4. 

* * * 

Albert Milhado & Co., Ltd., are 
appointed advertising representatives 
of Le Mende for Great San. 


intel Press Lid. announce that 
their associated company, Television 
News Ltd., will publish a weekly 
supplement of TV News, price 6d., 
beginning January 7 next. The 
monthly magazine Television News 
will be published on the first of the 
month as usual. 

* * 

December issue of Amateur Cine 
World will be a special Christmas 
number with 160 pages. 


Last Friday's 32- 
Evening 


od 20 diaplayed 
News carried 20 displayed 


advertisements from furnishers. 


* * * 
The Times Weekly Review is 


publishing to-day (Thursday) an 8- 
Dundee 


page supplement on the 
jute industry, supported by adver- 


tising. 


- * 
To celebrate its 1,000th issue, 
ly Maker (dated November 14) 
has been enlarged to 16 pages 


instead of the usual 12. 
+ * 


Post has pro- 


The Birmingham 
duced a_ brochure, entitled The 


Annual Meeting. publicising that 
journal as a medium for company 


advertisements and announcements. 


Christmas gift 


first “Picture Post” illustrated 
Christmas gift feature. I¢ has 
been planned as “a 
service to advertisers.” 

It will occupy a double-page 
spread and all the twenty-eight 
1/16th spaces have been allo- 


gift feature has been planned 
for the December 13 issue. 


The Daily Telegra to-morrow 
(Friday) will include a 16-page 
supplement dealing with furniture 
for the modern home. Among 
aspects of the subject to be covered 
are changing trends in design. 

- * * 


Radio Review, which is published 
from Dublin, has secured the 
first Irish rights of a series of 
exclusive articles by John Gliddon, 
a London theatrical agent. The 
series will run for six weeks. There 
will be an _ extensive publicity 
campaign in Eire including news- 
paper advertising, posters and 
announcements on the publishers’ 
sponsored programme on Radio 
— The British edition sells at 


. * * 

A 20-page brochure on art paper 
with linen finished red cover, Who 
Reads Men Only?, which is being 
sent to advertisers all over the 
country includes pictures of, and 
favourable opinions from, noted 
contributors to Men Only. 196 ad- 
vertising pages in 1946 have grown 
to $22 in 1952, it is stated. 

* * * 

Olympic Games 1952. the British 
Olympic Association official report 


is a 114-page booklet published at” 


7s. 6d. by World Sports. It con- 
tains detailed results of every heat, 
colour pictures of stars, and a pre- 
face by Lord Burghley. 
~e . 
First in the 
. 
(Coronation) field 
With the new issue of The Out- 
Light, the Mazda lighting 
journal, the’ British Thomson- 
Houston Co., Ltd., claim to be the 
first company to produce a special 
Coronation issue of a house maga- 
zine. 
“This New Elizabethan Age” is 
the theme of the publication which 


carries a survey of festive lighting 
for the Coronation, 


Good news for Advertisers in “ The Field” 
Number. 
because of increased demand 


ADVERTISER'S WEEKLY 


The Countryside Review 


with the rising circulation 


More people are reading “ The Field” than 
ever before . people who can afford to buy 
what they see. Look at these figures. The 
circulation of “The Field has increased by 


over 200°, in ten years, and is still msing . 


THE FIELD—ABC CIRCULATION 


(Januar y—June) 


All copies sold at full price 


Cebhoeusdosnsone 9,243 ca TEPER ECRTEORO 

gs ences sees 9,426 BB. os ivcasescce. S60 

Ped wemewe ue onck 10,799 CRD, tii ve deeses SOD 

pene oie deeee 11,337 Pr ixionntacesss ci 

errr et Tye 14,648 ere . 28,874 
errr re pr 3,967 


* Paper and fuel cuts 


Centenary and Christmas 


First print order for 40,000 copies now raised to $0,000 


THE FIELD 


The Country Newspaper 
ADVERTISEMENT MANAGER: MICHAEL RUVIGNY 


The Harmsworth Press Ltd. & St yn St.. London, W.1. Tel.: GRO 3592 
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We Hear— 


members of the Manch 
branch, Incorporated Ady 
M snhagors Associa ’ 
several kinds of ‘ 
talk on the mer 1 wine 
by L. V. Warlow and kK. KR. Pool, * * 
of Beverly's Lid., win hants THAT newsprint production and 

° . consumption in the next decade wil! 
rise more than 33 per cent in the 
western United States and Canada, 
according to the Standford Research 4 
Institute 


NovemBer 13, 


THAT Lid., is .taking part im the Daily 
Express Motor Rally this week. He 
is co-driver with Street's client, 
T. A. Alston of Alstons Surgical 
Co., Lid 

* 


, 
THAT the silver key shaped like a 
olo stick, used by the Duke of 
Pdinburgh, when he opened Kaleigh 
Industries’ mew bicycle factory at 
Nottingham on tuesday, “us * * * 
designed by 8. C. Woods, advertis- THAT the Leather Publicity Coun- 
ing manager. cil have booked a large space in Macgeorge, the Rev. Nevile Davidson, who conducted the dedication ser- 
* * . the Daily Mail next Monday. the vice, Sir Wm. Robieson, director and editor of the “Glasgow Herald,” and 
THAT two former mem have 


opening day of the Shoe & Leather A. G. Henderson, architect, who designed the memorial. 
rejoined the Incorporated S« of Fair at Earls Court, for one of thei 
British Advertisers--H. San Lid 


new staf} war memorial was unveiled and dedicated on Monday at the 


offices of Outram Press, Glasgow. It was unveiled by the chairman, A. M 
Macgeorge. In the picture are (left to right) Wm. Adair, Bryce B. Morrison. 
Col. Norman Kennedy, directors, Alex McL. Ewing, retired director, A 


advr 
and Brevitt Shoes Lid 
* * 


THAT during the 1952 
41.845 inquiries were deal 

he information burcau of 
imbe's Central Promenade 
a » . 
Mathew Crowe 
ates arc again 
press arrangements of th 
Leather Fair at Farts Cou 
her 17-21, open only 
ind overseas buyer 

(Friday) there 
Coronation yea 


THAT 


responsibic 


i pre 
footwear 
meat 


will be 


conpunction with 
ons 
* * * 
THAT Noel Harrison, 


secutry with G. Str 


“ 


& A 


yon 
h at 


More 


soci 
r the 


recount 


& 


Co 


“Real leather keeps them fit" 
tisements.” 
* + * 

THAT decorated price flags «rx 
being distributed to retailers by 

Trubenised (Great Britain) Lid 

* * * 
THAT Minehead (Somerset) Publi 
city Committee are to spend £900 
on advertising next spring 

* * * 


THAT the County Farmers’ Journal 
published by the Cambridgeshire 
Farmers’ Union, is now represented 
in London by Norman Smale 

* 7. . 

THAT H. V. Gould, of Fleet Street 
have been appointed to represent 
the Val Morgan Pty., Australia, in 
respect of their film and radio 
activities in Australia 


ADVERTISING MANAGER’S CORNER 


*X°-PERIENCE 


Some people vet their fun out of football with 


the aid ol 


referee : 


an expert or just 
shooting, rootiny 
fan, you know | 
the profession 

yobs. It explan 
visual publicity 


free kicks pe 
' 


at the end of 


if 


it 


cason, 


Iwenty - one 


other fellows and a 


others manage with a chewed pencil stub 
and a Guide lo The Pools 


But whether you are 


‘X'-pert, whether you are the 


or permuting ‘brand of football 


in the long run you can’t beat 


\nd that’s how it ts with most 


y Harris can give the part-time 


s three penalties and a brace of 


and still walk off with the cup 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM W!TH EXPERIENCE 


HARRIS ADVER 


D, 29-30 KINGLY STREET. LONDON W.! 
“| REG 1295-6 


THAT D. Sinelair, art and creative 
chief at Strand Publicity Ltd., has 
become engaged to Peggie Warwick 
of Tring, Herts 

* * * 
THAT Abbey Display Company, 
Lid., will shortly be opening an 
office in Birmingham and S. Boxall, 
the present Home Counties repre- 
sentative, has been appointed to take 
over this area. 

* * . 
THAT Major ©. W. Cousland 
(W. S. Crawford Lid.) has been ap- 
pointed Advertising Association 
representative on the printing advis- 
ory committee of Twickenham 
Technical College 

* . * 
THAT the Pedal Club, 50 cycling 
officials who meet to further interesis 
of cycling, have appointed Robert 
Williamson, press officer of this 
month's Cycle and Motor Cycle 
Show, president for the coming year. 

* * 
THAT Lord Rothermere has been 
presented with a silver ink stand by 
the compositors of the joint “Daily 
Mail” and “Evening News” chapels 
as a mark of appreciation of the 
launching of a pensions fund within 
the company. 

* * * 
THAT twelve months of accident- 
free driving was rewarded when 44 
employees of the Birmingham 
Gazette and Despatch Ltd.—37 van 
drivers and seven circulation repre- 
senlatives-—were presented with £5 
cheques by F. L. Johnson, managing 
director 
* * * 
Auger & Turner's premises 

are undergoing 
alterations and 


THAT 


redecoration 
* * * 

THAT a Home Aids Exhibition of 
domestic appliances, furnishings, 
electrical applia s and gadgets, is 
planned d at the M’Lellan 
Galleries, Glasgow, from April 3-18. 
Sponsors are Association Exhibi- 
tions Lt 


to be h 


* * 
vent garden sites 
in Wahton Road, 
East Molesey because Esher 
Counc! belie hey will improve 
the appearanc vf the area until 
shops are bu the land. 
* * _ 
THAT Ken Parsons, head of the 
technical iilustr ns department of 
Nevin D. H Advertising) Ltd., 
has been pres i by his wife with 
a son, John Dor inic 


* 
THAT advertis 


are to be laid o 


ADVERTISING 
DIARY 


Friday, November 14. 
PouRuciry Cius oF 
funcheon mecting 
son on “The 
Grand Hotel 


SHEFFIELD 
Donald Siephen 
future of television.” 
12.45 pm 

17. 


eee eeeeeeeereee 


in “You 
Fortum 
p.m. (in aid of N_A.B.S.) 
COVENTRY PUBLICITY ASSOCIATION 
“Printers under 


you.” 


t) elect Eisenhower as 
Imperial Hotel, 12.45 p 

REGENT ADVERTISING 
Lawrie Knight on “Films” 
tional lecture) 

Freer Sreeer Players in “You 
can't take it with you.” Fortune 
Theatre, 7 p.m. (in aid of N.A.B.S.)$ 

Wednesday, November 


president.” 
m 


Cis 
(educa 


ADVERTISING CLUB OF 
Eric Hobbs on 
design and the 
Black Hail, St 
ursday, Nov . 

Pusticrry Cius oF Lonpon 
Lite journey two “Quo Vadis.” 
MGM. Private Theatre. 6.30 p.m 

Pusuerry Cius oF Leens lun 

Speaker Mapor 


Posuictry Clive oF Newcastle 
luncheon mecting i. Ells on “Is 
paint hard to sli?" Crown Hote! 
i po 


RRO R eR Ree eee eee eee ee aren eeeeeeee 


OxPporD., 

Advertisement 

art director's job.” 
Giles, 6.1 pm 4 


PPUPTTTTTTITITI TT TTT itt ttt 


THAT Blackburn Corporation 
Transport Committee has approved 
the principle of bus advertising, and 
the transport manager has been 
instructed to obtain tenders. 


* . * 
THAT J. H. Kenworthy has been 


appointed advertisement represent- 
ative of Electronic Engineering in 
Cheshire, Lancashire and York- 
shire. 

* * * 


THAT Odhams used a full page in 
the Daily Herald on Tuesday to 
advertise this week's issue of 
Illustrated which includes a “Salute 
to Prince Charles on his 4th birth- 
ay. 


Cadbury’s all day 


A story last week indicated that 
“The Bourneville Story” and other 
Cadbury films would be shown 
before cinemas begin their own pro- 
grammes. In flact, cinemas are 
being taken over for the whole day 
with Cadbury films in place of usual 
programmes. Drinking chocolate 
and biscuits will not be given 
away 
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REE RHSS 


Advertisement Manager: George H. Phipps 
LUTTERWORTH PERIODICALS LIMITED, 4 Bouverie St., London, E.C.4 (Pre: Central 1732-3 
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Half-pages in three nationals for 
Smith’s C hristmas scheme 


“The unforgettable gif “ be 
the theme of this years Ch mas Big cereal account 
campaign for Smith clock nd 4 
watches, There will be heavy adver split 
tiring in national daily and Sunday 
newspapers and magazines As from January 1, Erwin 
A half-page has been booked in Wasey & Co, Ltd. will take 
the Daily Express next Tuesday, over the advertising for the 
and others = tofiow ~ the 4 ws corn flake, puffed wheat and 
Chronicle (November 28) and the 
Daily Herald (December 4) macaroni products of Quaker 


a Oats Ltd. The Quaker oats 


A broadsheet has be and Quick Quab ace ‘ 


nh sent t 


Smiths dealers and over 51/00 
Christmas display packs have been will remain with Masius & 
distributed Fergusson Ltd. 

Ih impaign again features the 


Cerise Ring Service Advertising 
Co., Lid., are the agents 


BAGS MORE A 
PUBLICITY 


These Groats are 
cooked 


ready cooked 


duced by Keen, 


There will be heavier advertising Ltd. Trade press advertising claims 
for Dunlop sports trousers next that it mixes instantly and requires 
year than ever before It is aimed no cooking. 
to make them “the best-selling Everetts Advertising Ltd. have 
trousers of the year been appointed to handle the adver- 

Fatensive space will be boo ke d tising. A consumer campaign Starts 
in national and a incial dailies im t New Year and will cover 
ind Le mdon evenings flets national dailies and Sundays, 
showcards ind =—s ot her dis splay national magazines and nursing and 
material will also be distributed medical journals 

Ih 1 will have a new The traditional Robinson's Groats 
waistband feature and will retail will still be manufactured and any 
from 92s. 6d. The advertising is advertising for these will also be 


handled by Charles F. Higham Ltd. handled by Everetts. 


Drawing by 


STROUDLEY 


Represented by 
ARTIST 


PARTNERS Ltd., 


9, Lower John 8t., 
London, W.1. 
Gerrard 1157 

(3 lines) 


Commissioned by 
Sales Promotion & Service Department, Odhams Press Ltd. 


variety of 
Robinson's Groats is being intro- 
Robinson & Co., 


| 
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e AT A GLANCE e 


NEW ACCOUNTS: 


Durham China Co., Ltd., and Tudor Food pee | for Red- 
heads Advertising Lid. (Newcastle); Vaimes fashions and lingerie 
for S. V. Court Advertising Ltd.; Sambo clothes (Samuel! Sherman 
Ltd.) for A. H. Knowles Ltd. (Manchester); Robinson's Ready- 
Cooked Groats for Everetts Advertising Lid.; Morgan Fairest Ltd., 
specialised engineers, and Dawson M Dawson for Bem- 
rose Publicity Ltd. (Derby); Flexiwave hair lotion for Pulford 
Publicity Ltd. (hairdressing trade press and dealer aid materia:). 
George Hatch Ltd., makers of machine tools, and Cyril Adams 
& Co. Ltd., designers and manufacturers of production machinery 
and tooling, for Richard-Stannley (Advertising) Ltd. 


ACCOUNTS MOVING: 


Galahad rainwear to Bayard Publicity Ltd. (Manchester); 
Radiac shirts, made by Mcintyre, Hogg & Marsh Ltd. to S. T 
Garland Advertising Service ., Quaker corn 
wheat and macaronj to Erwin Wasey & Co., Ltd. 


NEW CAMPAIGNS: 


Minnesota Mining & Manufacturing Co., Ltd. (G. Street & Co., 
Litd.), Manchester dailies and evenings, screen advertising and 
direct mail; Smiths clocks and watches (Service Advertising Co., 

Ltd.), Christmas advertising in national dailies and Sundays includ- 
ing half pages in Daily Express, News Chronicle and Daily Herald; 
Freezheat food jar, made by British Vacuum Flask Co., Lid. 
(Napper, Stinton, Woolley Ltd.), trade press; Crisco hair nets, 
made by M. Criscuolo & Co., Ltd. (Samson, Clark & Co., Lid.), 
women's open. o provincia] and religious publications; Riverina 
mercerised cotton hair cord, produced by Redgrave Mill Co., Ltd. 
(Ss. H Wright “ Co., Ltd.) women’s monthly publications; Addis 
brushes (the J. Walter Thompson Co., Ltd.), Christmas advertising 
with full colour pages in national magazines; Thomas Chadwick 
& Sons Ltd. (Stuart Hirst Ltd.), wool textile papers; Teasdale 
Chiorodyne (Stuart Hirst Ltd.), provincials; Priory tea (T. B. 
Browne Ltd.), national and provincials; Dunlop sports trousers 
(Charles F. Higham Ltd.), extensive advertising in national and 
provincial morning and evening papers in 1953; British Bata shoes 
(Dolan Davis Whitcombe Stewart Ltd), price reduction 
announcements in over 100 provincial papers this week; Rosebud 
doll, distributed by L. Rees & Co., Ltd. (R. S. Caplin Ltd.), women’s 
publications; Double Two shirts, made by the Wakefield Shirt 
Co., Ltd. Games M. Greenwood Lid.), national dailies and 
Manchester Guardian; Sparklet soda syphons (Basi! Butler Co., 
Lid.), national Sundays; Brookes biscuits (Clifford Bloxham & 
Partners Ltd.), Christmas campaign in Northern provincial papers; 
Wills Gold Flake cigarettes (Grant Advertising Ltd.), London even- 
ings and national Sundays. 


Hedley’s new Mirro 


Thomas Hedley have introduced 


TEA WEEK 


a new form of Mirro which foams 
more than its predecessor. “This 
product is not identical with the 
foaming Mirro test marketed some 
time ago,” a Hedley spokesman 
stated. 

It is being sold nationally in a 
new pack which has white and 
orange special stripes, 

Foaming Mirro is featured egy 4 
on Radio Luxembourg in t 
Perkins serial from 9-9.15 p.m. 

Press advertising has not yet 
been planned. Lambe & Robinson 
Ltd. handle the account. 


Scarborough woos 
Scots 


Scarborough Publicity C 


Over 250 grocers entered the win- 
dow display contest held in conjunc- 
tion with Sunderland's Tea Week 
which ended on Saturday—the first 
major promotional effort for tea in 
the U.K. since before the war. 

Thousands of entries were re- 
ceived for a slogan judging competi- 
tion and cards from 3,060 balloons 


Tea-time with 
Mrs. Dale 


Mrs. Dale (Miss Ellis Powell) is to 

be featured in new advertising for 

Priory tea in national and provin- 

cial newspapers. T. B. Browne Ltd. 
are the agenis. 


are to make a concentrated adver- 


tising attack on Scotland to attract 
more Scots visitors to Scarborough 
next year 


The Committee has also decided 
to book for the first time for next 
season a number of _ bus-side 
streamer advertisements. The buses 
will cover the principal towns in the 


North, the Midlands, and Scotland. 

Arrangements have also been 
made for pictures of Scarborough 
to be included in the 1954 full- 
colour calendar now being prepared 
by the British T | and Holidays 
Association. 


released to mark the opening of the 
Week are being returned from all 
over Europe. 

V. H. Dewey, advertisement man- 
ager of the Sunderland Echo, pro- 
duced an cight-page tea supplement. 
National and local tea advertisers 
were represented as well as local 
retailers of allied commodities 


ranging from china ware to tea 
cosies. 

Pasties of children from Sunder- 
land schools attended special film 
shows and a “ 
exhibition. 


Romance of Tea” 
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ADVERTISER'S WEEKLY 


a 


7 NEWS AND VIEWS No. 6 


| Is the 13,000,000 
adult weekly audience of 
SCREEN ADVERTISING CINEMAS 


representative of the 
total population? 


| PROPORTION OF SCREEN AUDIENCE 


What is the composition, by age groups, 
of the screen advertising audience ? 


PROPORTION OF POPULATION PROPORTION OF SCREEN AUDIENCE 


ae wae 15% ne es” a | 

i) en 19% wae a) 4 
Soe... ... Se . 20% 
a . 4% an” sate se 


These and many other interesting facts about the cinema and its audience have been published 
in a book entitled The Audience for Screen Advertising. It is based on figures drawn from the 
Board of Trade Quarterly Reports and on the findings of a series of monthly surveys carried 
out on behalf of Theatre Publicity by Research Services Ltd. The techniques employed have 
been approved by an Advisory Committee on which both the Institute of Incorporated Prac- 
titioners in Advertising and the Incorporated Society of British Advertisers were represented. 


THEATRE PUBLICITY LTD + Serving Screen Advertisers 


HEAD OFFICES 124-128 FINCHLEY ROAM LONDON, NW3 (HAM. 4424) % SALES & PRODUCTION FILM HOUSE + 


JR STREET, LONDON, W1 (GER. 9292) 
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ADVERTISER'S WEEKIY 


New models to be introduced at 
Cycle and Motor Cycle Show 


Growing popularity of the 
lighter motor cycle will be em- 
phasised at the Cycle and Motor 
Cycle Show, which opens at 
Earl's Court on Saturday. 

The General Stee! G 
sre entering the 
for the first time, are in 
range of auto and heht m 
under the name of ¢ 
They are described a 
tionary imvention in th 
motorised transport ind 
to appeal to Women as ! 
Brewster-Owen A&A Co 
been appointed to hand! 
Advertising for the present w 
confined to the trade press I 
may be « national campargr 
year 

Another newcomer to 
the Trnumph Terrier. I 
to be the “World's s 

yele for young rider 
plans to make 20 
models in the firs 
them for export 

The Terrier will be adv 
double page 
Cvele and Motor Cy 
gents are Elliott Adve 
(Birmingham) 

Another new light RK 
nachine will be mtroduced 
1 190 ce. twos 
Pnsign Ik 
L100, including pur 
idditions to the Royal Enfield ra 

wlud he Mk 
0) Bullet. Advertis 
t h 


meno 


' 
h 


ste 


spreads 


cules will be 


introducing two new models—ine 
Eileen Sheridan autograph machine 
(a racing cycle) and the Artisan 
model (a roadster). 

Heavy Hercules advertising wi!! 
tart tomorrow (Friday) in all 
national daily and the London even- 
ing papers. The company has taken 
58 panels on the escalator leading 
to the exhibition at Earls Court 
Underground station, together with 
all the showcases in the subway. 
1 are Reid Walker Advertising 
Ad. 

Coronation models will be exhi- 
bited by Raleigh, They will bear the 
Coronation emblem, to be used on 
all Raleigh models produced from 
now until the end of next year 

London evening papers, Cycling 
and Bicycle will be used for Raleigh 
advertising handled by Dorland 
Advertising Ltd. 


W7-__ 

W. S. Crawford Lid. darts team 
captained by Fred Folkerd, beat 
British Textiles (Tax-press Sports & 
Social Club) 2-0 
Football 

In a London advertising foothal! 
league match at Hackney Samson 
Clarks beat Warland (Dorlands & 
Armstrong Warden) 5-1 A strong 
wind prevented outstanding foot- 
ball Scorers for Samson Clark 
were: L. Jones (2), H. Bently (), 
H. Jones (1) 

Fixtures this week-end = = are 
Dorset House v. Allardyce Palme; 
and Samson Clark v. Benson 


FLEET 


A limited number 
Consumer Survey 


planning yo 


The Vancouve 
Pou, The Saske 
Telegram, T 
Halifax Chro 


Pramrie Farmer 


SAMUEL McILWAINE 


CANADIAN NEWSPAPER ADVERTISING 


Has MOVED today to 


10 CLIFFORD’S INN 
STREET, LONDON, E.C.4 
TELEPHONE HOLBORN 4229 


{ copies of the latest Canadian 

again available to assist you in 
dian business. A copy will be 
ed on request. 


nipeg Free Press, The Regina Leader- 
oenix, The Windsor Daily Star, The 
awa Journal, La Presse, Montreal, The 
© Halifax Mail-Scar, Free Press Weekly 

Farmer, The Ottawa Farm Journal 
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Legal and 
Gazette 


ee 
VOLUNTARY LIQUIDATION 
the statutory mecting of creditors 
Publications Lid., Den- 
London, W held on 
an approximate statement of 
was submitied showing lLabilities 
to £2,251 696, 
unsecured 
and £405 to 
were exuimated 
“thus leaving a deficiency of £1 vrs) 
tegarded creditors 
capital was £100 and 
tributories were concerned 
total deficiency of 1,561 
reported the 
m Jume 2, 1950 
and publish certain district 
directones Trading figures for the year 
to June 10, 1951, disclosed sales of £3.000 
and a loss of £1,255 Advertisers paid 
as some of the publica 
appeared there migh 
them in the liquidation. 
received had been used 


there was a 


the business. 

Creditors cesolved that Kenneth R 
Cork, of W. H. Cork, Gully & Co., 19 
Eastcheap. London, E.C.3, should be 
appointed liquidator of the company, to- 
gether with a committc of mepection 


BANKRUPTCY PROCEEDINGS 


Joun Porcett ApsHeap, and jazel 
Mary Joyce Hall. trading in partnership 
under the style of Adshead & Co at 
17S Church Street. Blackpool, advertising 
asems. Order of Adjudication October 
py | 

sous Hoiman Honey 30 «Belmont 
Road Portswood, Southampton, pub- 
lishers’ agent Receiving Order and 
Order of Adjudication October 31 


MEETING OF CREDITORS 
Eorromiat Consutrants Lrp regi- 
office: St. Stephens Chambers, 
Street 


designers First meeting creditors 
to-day (Thursday) at Inveresk House 
Strand, London, W.C 


WILLs 
Ags~oL® MoaGan- WILLIAMS 
North Grange North 
t managing dircctor 
tising Lid 
shares in Design Advertising Lid., 


of Flat 1, 


wiand Grove 
mary J. Barnes, of 33 Ash Grove, Leeds, 
and 100 cach to Howard G_ Davies, of 
West Park I ceds 
Cox, of 6 St 


and the 


ALLEN of § Eiton Road, 
Bristo hairman and 
managing director of W alter Reid & Son 
Led Proprictors of the Western Daily 
Press and Bristol Mirror and the Bristol 
Observer series, left £12,075 10s. 3d. net 


NEW COMPANIES 
ublicity Service Lad. 
Ealing, Middlesex 


carried on as 

city Service.” 
Directors: T. G 

Tickler 
Scintiltating L4d., 
Bradford.  Elec- 

© writers. Nominal 

D. A. Daigieish 


above-mentioned particulars of 
companies recently registered are 
taken from = Daily Register 


CHANGES OF ADDRESS 


Lews io~e = ttd., es of 
Childhood Parem 149 Pieet 


to Crown 
ewen Street, London, 
ond Portmers Lid. to 35, 
Morley Bradt 
Liwaine 
Advertoing 


Canadian News 
paper + Clifford's Inn, 
EC4 

Achievement Pubi Services to 114 
Manningham | anc ‘ford 
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BUSINESS OPPORTUNITIES 


“ PEDIGREE” 
wgnacteceancnged 


A recemt survey fe oe that 
TAIL - WAGGER 
readers are overwhrl miagty of 
homedoving family type whk 
are 
favourably wo 
concerning 


copy. 
card and ABC. net sale figures, 


please write 


TAIL-WAGGER 


MAGAZINE 
Established 23 yeo 


356 360 eave Inn we 


Rd., come, 
TEMinus 1603 


SMALL. COMMERCIAL ART studio 
and silk screen busines in the Mid- 
lands seck financial assistane. Would 
consider merger or any mutually agree- 
able arrangemen 
Box 3127 Ad. Weekly 180 Fleet St EC4 


FREE LANCE SERVICES 


bi aul ISER ryesonsraes specialis- 

mical Advertising of the 

hinhest qua iy is able to undertake = 
~ two more regular commissions fre 

wencies, ctc.. London Arca 

Bon 3084 Ad. Weekly 180 Fleet St BC4 

HUMOROUS ELLUSTRATIONS for al! 

commercial! advertisements, books, maga- 

zines. children’s publications. Write 

Box 3174 Ad. Weekly 180 Ficet St EC4 


SALES AND WANTS 


& Acrograph 
220 v. 50 cycles, 2 brushes 
Also Remington Typewriter, 
site. Miles & Kaye, 100 Southampron 
Row, Holborn, W.C.1. 

CONNORGRAPH AUTOMATIC COM. 
PRESSOR 1)0v. 1 6 HP. almost new. 
complete with gauge and strong tead. 
£5. Tel.; CEN.8371 

COMBINED BOOKCASE CUPBOARD 
required, Olive green finish if possibic. 
lilustrations and price required to: The 
Midland Rusk Co., Lid., Nuneaton. 


PRINTERS 


FINE ART & PERIODICAL PRINTERS 
Modern organisation and plant. Regular 
road collection and delivery service to 
London (35 miles). On main line. Ask 
for London representative to call 
Printers to the trade for 50 years 
WM. CARLING & CO. LTD. 
Hitchin, Herts, Hitchin 93 


MIDLAND LETTER-PRESS PRINTERS 
invite inquiries from publishers for 
inting = one or more periodicals 
Otary press available if required, also 
Paper Keen prices. All inquiries 
handied promptly in confidence. 
_ Box 2533 Ad. Weekly 180 Fleet St BC4 
OLD ESTABLISHED PRINTERS, pro- 
ducing good quality periodicals, now 
have capacity for two or three more 
monthlies. Felix McGiennon Lid., City 
Garden Row, N.1. Clerkenwell 2765/6 


SPECIAL ANNOUNCEMENTS 


THE VISUAL ARTS CLUB, 12 Sobo 
Square, London, W.1. offers all photo- 
gtaphic facilitics, lounge and bar. 

LADY (beginner) requires lessons brush 

Particulars, terms. 


om.) 
Box 3130 Ad. Weekly 180 Fleet St BC4 


See October 30 issue of Adver- 
tiser’s Weekly, pages 272 and 273 
for the Advertising Services 
& Supplies Section. November 
27 will be the next issue con- 
taining these Services. 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 
PRODUCTION , 


— AGER wanted 


familiar comple production cheap RATES: APPOINTMENTS VACANT, 3s. 64. per Mme, 40s. per display panel 
paper-bound ovals and sales, by print- TMENTS WANTED, lime, 356. per inch. AN } 
am firm equipped for production of | ¢imssifieations, 4s. per lime, 45s. per disptay panei inch. Minimum, 3 lines. Box No, Two 
these books charge, ome line plus 9d. covering postage, etc. Series rates on application: aff 
Box 3108 Ad. Weekly 180 Fleet St ECs adverthements under seven tmsertions MUST BE PREPAID. Address: “Advertiner’s 
Weekly,” 190 Fleet : 


Street, London, E.C4. CHAncery 8844 (Ex. 25). ARTISTS 
WANTED APPOINTMENTS VACANT daiheiiat eases “einen 

GENCY EXPERIENCED Situations Vacant: “The engagement of persons answering these adv of adaptation artwork must 
et MAN be made through a Local Office of the Ministry of Labour or a Scheduled nied Emptormnce be very neat workers with 


b handl _ “"Neuiication ot Vomnsies Order, 1952.” asiias come Raeeaet of lnysut. ‘ 
mw be ot oe ; : Pleasant conditions, 5-day Z 
several busy accounts, mark- : on ; & 
up for type and put in hand | week, plus overtime. 
hotography, artwork and 
2 Se C. J. LYTLE (ADVERTISING) LTD. | ADAPT SERVICE 
WRITE, giving details of your | § ROSEBERY AVENUE, 6.C.! 
experience to date, your og¢ are looking for more TEReminws 8770 
and salary required, to: a ag 
Production Manager. Top-rank Layout Men Te 
Box 3179 Sens 13 Also Layout Lowerios 
Advertiser's Weekly 180 Fleet St EC4 , os Sea. we 
Layout artists, who have agency experience and are m--& 2 a2 424f -*- 
YOUNG MAN with some knowiedee of confident of their capacity to produce high standard \ daternina. Reading ia me 
ad nd to write zish. AA yout q 
required “for PUB Lichry AND clients roughs, with minimum supervision, are needed. | magazine = hy —— ge A. 
PL Scat PU BLICATIONS: } a to increase our creative personnel. Ability to draw ie eS Gee 
pany. 9.W. London. | Agply giving ful well and put down adequate figure work is essential. art-work; wanted for large national Ya 
y Particulars of Tae be ex- orn nisation. 
rience to REDIFON ) ‘oom- P 3141 Ad. Weekly 180 Fleet St BO4 
5 Bail ‘Road, Wandsworth, S.W Oo Fullest details (but no specimens) should be sent to: | 
A LONDON AGENCY, bas = peg | | HAVE YOU AN EYE FOR siTes? 
Of an lent young ayout an wi 
Agency experience, - Must have “sound The Art Director, C. J. Lytle (Advertising) Ltd. Se ee aes 
knowledge of typography rite stat- . 
ye Ty Oy 24/25 NEW BOND STREET, LONDON, WI! operating in London and Provinces 
10 Box G.A.809. 4 7 Salisbury Covert, Permanent position offering generous 
Fleet Street, E.C salary and — possibilities are 
. ~ available to the right men. Commission 
ADVERTISEMENT “MANAGER Jf | INDEPENDENT COMBINE — require » ADVERTISEMENT REPRESENTATIV? and expenses paid. Write, giving full 
Trad 3 Salary. commission and representation to negotiate advertsing required on icading trade jm . details to Box 
je — aa campaigns at boardroom level utilising Ability to scil. Salary, commission soc Advertiser's Weekly 180 Fleet 61 EC4 
Bor 3180 Ad. Weekly 180 Pleet St BC4 iilumination at the ‘Point-of-Sale’ to expenses. Box GASIO, 4/7 Salisbury 
gether with advertising films. Previous Court, Fleet St., E.C.4 
Agency experience an advantage. Car 


. REPRESENTATIVE. E house 
FASHION ARTIST, competent in wa SAFIVE. legos 


f specialising in high quality, 
Box 3138 Ad. Weekly 180 Fleet St BCs line and colour work. Congenial stud « colour reproduction. requires a repre- 
Fi t cl Permanent position t 


i sentative with city connection to handle 
cimens to W. Kingsicy J. Tisshaw this ~~~ ty wane fully 


GENERAL Sloane Street, Knightsbridge, 5.W.\_ Box 4139 Ad. Weekly 180 Pleet St BC4 
VISUALISER 

Wanted RETOUCHING ARTIST 
REQUIRED 


Excellent and permanent posi- 4 
: F blicit tion for a man of experience to 
Visualiser for Publicity : éjrietinn 


Department of leading posters, folders and other sales VISUALISER— 


nenaricene Daten ee ea 


Wanted immediately Layout 


oll Publishing House. promotion material in Publicity 
Leatee Pees Studio of Big London Publishing COPYWRITER 
This post offers an oppor- House. Knowledge of figure 
tunity for a really first- retouching essential. Finished 


lettering an advantage. Pleasant 


| class man of progressive studio conditions. 5-d ay week ox. An experienced creative man is required by a well 
ideas who is able to pro- Pension Scheme. Write, giving ' 
2 = j particulars of age, experience known agency to work on a number of interesting 
duce “roughs” and sub- J salary required to 


accounts. 
sequently the more finished Box 311! 
visualised job. Excellent bee woe The position is importan: and the right remunera- 
Prospects and good salary CPRCUTEVE  soerins Comeany, tion will be paid ) ‘he man with the necessary 
for applicant with the right —~- —y ye a qualifications who prepared to work in a 
> Writ ivin wide keowled EAS = 
a . of poster a ba owe at oe responsible capac vor staff have been notified 
‘ details of experience, age, cousuy ‘ wae 
: pe a Box 2583 Ad. Weekly 180 Fleet St BC4 of this appointm ‘case write giving details of 
qualifications and salary 
LETTERING ARTIST experience and 5: — 
required to This is a vacancy with excel- 
lent opportunity for a keen 
Box 316! man, with several years Box 317S 
Advertiser's Weekly 180 Fleet $1 EC4 Practical experience. 
Box 3178 Advertiser's Week'y, \°\ Fleet Street, London, E.C.4 
Advertiser's Weekly 180 Fleet 8t EC4 
ADVERTISEMENT | SPACE | SALES- 


N. Required for established media EFFICIENT SECRETARY wanted for 
in all pars of Great Britain. Ex- Advertising Manager nationally adver- 
© essential, £7 salary plus com- tised fashion product. Experience pub- 

a expenses. Fons AMB licity work essential. Good salary and 

1491, of send full details 


ra 
Box 3087 Ad. Weekly 180 Fleet St BCs x 3137 Ad. Weekly 180 Fleet St. BC4 


’Phone your Classifieds to CHA 884! (ix 25) 
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ADVERTISER'S WEE 


PPOINTMENTS VACA 


PRODUCTION ASSISTANT 


Young man required. Must have 
completed National Service and 
be Agency trained. Our Profit 
Sharing Scheme applies to this 


CLY 


in own handwriting, 
age, experience and 
salary required. Address your 
letter to: 
PRODUCTION MANAGER 
S. C. PEACOCK LTD. 
Maddox House, 215-22! Regent Se. WI 


THE B.M.A, invites applical 
~t of Business Manager 
edical Journal and o.ner mon 
quarter y technic 
cas pubiisheg 
cireulasion of 
pos to memh 
commencing 

car, and the olfice w 

M.A.‘'s superannuation schem 
appointment wil be term na 
months namice on either sd 
Business Manager wi 
charge of the publishing and 
ment depariments 


later than December 
SPACE REPRESENTATIVES requved 
h § Sou her sunt es 


these ar 

i7*0-41,000 

sating ful details of ew 
et 


to 
Weekly 180 Fleet St BC$ 


EXCEPTIONAL 
OPPORTUNITY 
fora 


First Class 
Publicity 
Executive 


An ywtunity 


presents 


London Publ: 


exceptional 
itself in a leading 
shing House 
Executive 
out 


for 
a first-class Publicity 
of good educato ige a 
35, possessing a 

ative, Copywriting 
ministrative expe 
ability. Experience of 
Research Statistics an 
application n 
would 

tage. Good 

pects await am 

and 
and workable 
pondence 


confidence 


matter 


resource W 
deas 
will Be 
Strict 
writing, giving partic 
experience, qualifica 

and salary to 

Box 3160 

Advertiser's Weekly 180 Fleer s&s: ECa 


Situations Vacset: “The cegasemest of 
of 


pment, 
Notification of Vacancies Order 1951." 


APPOINTMEN 


important 
Economics, 
view, 
ab.hity 
His experience in 
be very wide 
make-up of an 


part of our 
Market 
“organiser’ 


that 
you 


If you feel, not 
more important, 


only 
that 


and commercial experience, 
are worth. 


We are looking for .. . 


a young man to train as the Executive in charge of an 
work 
or Statistics would be an advantage but, 
this is less essential than having in full measure the 
to organise and administer 

Research need not 
because, provided he 
and welcomes responsibility, he 
will gain great experience of research problems with us, 
you would like this post but, 
could 
write us in confidence, giving full details of your education 
and the 
Mark your letter 


THE MANAGING DIRECTOR 


SALES RESEARCH SERVICES LTD 
62 VICTORIA STREET, LONDON, S.WI. 


Mathematics, 
in our 


A degree in 


necessarily 


has the fundamental 


measure up to it, please 


salary you believe you 
“Personal” and address to: 


FEMALE PRODUCTION ASSISTANT 
tequred by London Advertising Agency 
Excelent opportuni.y for person who 
bas had experience of ordering Diocks 
and typescitings, adapting lay 
check ng proofs, to work 
tive dealing wi.b all production matters 
for a number of varied accounts. Write 
stating age, single of married, experi 
ence and sa ary requited to 
Box 3149 Ad. Weekly 180 Pleet St BC4 

PRODUCTION ASSISTANT (Male) re 
quired for a progressive job in «a 
medium sized London Agency Aac 
about 25 Write sath ing experience. 
saary required. ctc 
Box 3171 Ad. Weekly 180 Pieet St BC4 


We require specialist artists in 
the following categories: 


We are interested only in first 
class work and therefore we are 
prepared to pay extremely good 
salaries or to represent the artist 
on a fee basis. Please write or 


telephone in first instance to 
GEORGE GODMAN LTD. 


9 Motcomb Street, $.W.! 
SlLOane 9924-5 


EXPERIENC ~w 
um 


a Hy ARTIST 
required he 


mdon Studio of 

Altred Bates & on tid Mus: be 
clean worker App.y with spec 
to Studio Manager, 150, Ficet 


BIRMINGHAM an opportunity for 
first-class cealive artisu—visuals and 
finished work. Particulars of experience 

RAFT LIMITED WAR 
t ANE, SELLY OAK, BIR- 
MINGHAM. 29 
PIRST CLASS PRESS ADVERTISE 
MENT PRODUCTION MANAGER 
required previous sgchy experience 
emscotia idea work ng conditions 
wih an agency which is rapidly expand 
ing, Please reply to Rooster Publicity 
Limited, Walton House, Peterborough 


PUBLISHING COMPANY provides wide 
scope for keen young Director able to 
take lead ng part in management and 
forward p.anning preferabiy with some 
knowledge Printing and ———s. 
Investment £5,000 required. Reply 
Box 3136 Ad. Weekly 180 Fleet St ECs 


VISUALISER 
STUDIO 
MANAGER 


London Agency requires a first 
cass man to act as Studio Manager, 
Art Buyer and Controller of all 
visualising and finushed work. Copy- 
wriing an advantage. Must be 
enthusiastic about bis work. Age 
no barrier as long as he knows his 
job Picase write in confidence 
giving particu'ars of experience and 
salary required to 


Box 3176 


Advertiser's Weekly 180 Fleet St EC4 


FREE LANCE ARTIST required for 
oc. asional assistance on journal 
Box 3148 Ad. Weekly 180 Fleet St EC4 

JUNIOR TYPOGRAPHER | LAYOUT 
MAN. Good opportunities for pro- 
aress in well-equipped a Studio 
Write with details of experience 
and salary to Crederies earidae Lid., 
1. Whitefriars Stre E.c4 

MAGAZINE requ res 
immediately in the London 
Several posts are availab'e, and payment 
is on a 15 per cem basis, Please write 


full particu ars to 
Box 3140 Al. Weekly 180 Fleet St BCS 


space 


ROLES & PARKER, LTO 


require a fully experienced 


LETTERING ARTIST 


to take hig place 
Organisation. ‘.~jay 
annuation scheme 
be treated in str 
Mate age 
required 


65 66 Turnmill St., London, E.C.! 


in an expanding 
week and super- 
Replies, which wil 
<t confidence, should 
expernence and salary 


a ee 2. 1 A STRATOR required 
draw ngs of high- 

n R ack and White and 
ne an oc, Staff know of 
adveriiseme Write details to 


Secretary, 
Box 3183 Ad W . 180 Fleet St BCS 


Novemser 13, 1952 


CLASSIFIED ADVERTISEMENTS anda 


GENERAL 
<3 ARTIST 


Required by London Studio, 
working largely with technical 
accounts, a fully experienced 
artist capable of producing 
finished work of a_ high 
standard together with a flair 
for first class design and 
creative work. 

Write or phone for appoint- 
ment to: 

BATESON & STOTT 
45 St. Paul's Churchyard, E.C.4 
CENtral 2664 


a er ne REPRESENTA - 
22-25 (service comp c ed) 
ona for lead. ng oid-catanlisned 
ni.al wade journal in London 
and expenses. Write fu_ly stating experi- 
ence 10 
Box 3151 Ad. Weekly 180 Fleet St EC4 
SPECIAL REPRESENTATIVE required 
to obtwin Industria Advertising in 
well-known oid-cs.ab ished journal, Musi 
be first class space-salesman, preferably 
with good experience in the industrial 
fie Remuneration commensurate with 
ca‘ibre. Ful! particulars o 
age. cic... im srici confidenc 
Box 3122 Ad. Weekly 180 Fleet ‘St EC4 
AMBITIOUS YOUNG MEN required as 
space-salicsmen in one of the Adver- 
tisememt Departments of well-known 
cet Street group of periodical-publish- 
ing companies. Previous experience not 
essential Commenming salary £6-£7 
week. rising accord.ng to resulis ob- 
tained Particulars of age and busi- 
ness record. to 
Box 3124 Ad. Weekly 180 Fleet St EC4 
SECRETARY TYPIST aged 
for Advertisement 
preferably with knowledge 
of copy and blocks. Good opportunity 
keen and intelligent. 
vised 


ee 


Box 3142 Ad. Weckly 180 Fleet St EC4 
WELL 
SHORT 


FDUCATED SECRETARY 
TYPIST with person- 
keenly interested in 

adver ising required by smal! and grow- 

ing Mayfair advertisng agency. Write 
stating cducation. positions held and 
salary required 

Box 3167 Ad Weekly 180 Fleet St BCs 


£1,000 
per annum 


is worth much more in Leeds than 
it is in London. 


VISUALISER 


Capable of planning a complete 
scheme (on his own and as a member 
of @ creative group) and carrying 
out his idea to submission rough 
standard Must be first-class man 
with flair for modern techniques, 
with several years’ agency experi- 
ence. 


ALL-ROUND 
ARTIST 


Capable of tackling all but the 
most specialised art work in 
finished form. Lettering not essen- 
tial, Commencing salary £600 p.a. 
APPLICANTS would work ona 
wide variety of national and 
regional accounts in a congenial 
atmosphere. Living occ 10 
con be orronged. Please send full 
details of experience and a selec- 
tion of specimens to Art Director, 


NEVIN D. HIRST (ADVERTISING) LTD. 
Grattan House, Mount Preston, Leeds, 2 


FREELANCE COPYWRITERS (rechnial 
and general) Piease communicac so 
that your style and qualifications are 
Properly recorded on Mayfair adver- 
tising agency's register 
Box 3168 Ad Wecklv 180 Ficet St RCS 

A PRODUCTION MAN wanted by we! 
established small Agency. should be 
b! pee layouts and adapta- 

ss experience and 


alary 
Box hes ‘Ad. “Weekly 180 Fleet St BC4 


‘Phone your Classifieds to CHA “8844 (Ex 25) 
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Novemaer 13, 1952 


APPOINTMENTS VACANT 


COPYWRITER 
FOR 
NEW ZEALAND 


llotts, the oldest and ~~ 
Agency in the Dominion, has 
an opening for a first-<lass 
copywriter at the Head 

in Wellington. 


Applicants must have a 
sound background of Agency 
experience and have origin- 
ated copy on leading national 
campaigns, 

Every opportunity will be 
given to the successful appli- 
cant to settle in a young 
country with high living stan- 
dards. Fare to New Zealand 
will be paid. 

Write, sending specimens 
together with details of age, 
experience, qualifications, etc., 


J. Nott Ltd., 
Piccadilly House, Regent St., 
London, S.W.1. 


ADVERTISING. Proprictor of London 
firm contemplating cctiremem after 40 
years offers opening to YOUNG MAN 
ane business, invest £2/3,000, carn 

1,000 a year, eventually take over 
Trial allowed, guarantee given. London 
Commercial Investment Co., Lid., 4 
Broad Street Place AR 

YOUNG MAN, some experience publish- 
ing and typing preferred, wanted for 
copywriting and other duties by leading 

ublishers. 

mx 3165 Ad. Weekly 180 Fleet St BC4 


royds 


WOMEN’S SECTION 


Young woman required for 


Production Department with 


experience of handling 


; 


Nationa! acounts. 


Write MISS FIELDING 
G. S$. ROYDS LTD. 
160 Piccadilly, W.! 


ARTIST wanted by 
layout and lettering 
_view, TERminus 9565 


PROCESS-ENGRAVERS csiimating and 
invoicing clerk required. Star Iilustra- 
tion. rbiay & f* 


Process House for 
Phone for imter- 


HARWOOD PRESS 
Require Additional Production *$ 
Manager who will personally attend 
to important accounts and supervise 
otbers be used to. or want 
t, work on own initiative 

wanted, Assistant for the above who 
secks an opportunity to gain caperi- 


ence in all riments. 
HARWOOD PRESS (ADVERTIS- 
ING) LTD., 47-49 cst et, 
Byron 3333, 3345 


Harrow 


CLASSIFIED ADVERTISEMENTS 


GENERAL 
ARTIST 


capable’ of producii.g roughs 
to a high standard, required 
by important national ad- 
vertiser in West London. 
Duties will include creation 
of designs for labels, wrap- 
pings, showcards, display 
material, etc. 5-day week, 
superannuation and canteen 
facilities. Write, giving ex- 
perience and salary required 
to: 
Box 3162 

Advertiser's Weekly 180 Fleet 6t EC4 


AL LAYOUT MAN 


APHIC 
with sound k 
required by London agency specialising 
in technical accounts. Position carrics 
good salary with ideal working condi- 
tions. Write in confidence, a age 
seperienee, and salary required 
Box 3186 Ad. Weekly 180 Fleet st BCA 


are anxious to replace a senior team 
member, Must be very experienced 
in Display and Exhibition work 
Able to design, prodeee, practicable 
working drawings and take cesponsi- 


biity for progressing projects right 
through. Salary to be agreed. Also 
required young aftist-designer with 
good icttcring and model making 


ability. 
Phone TEM 7058 


Keen Young 
REPRESENTATIVE 
required on 
ADVERTISEMENT STAFF 


of 
THE ROYAL AIR FORCE 
REVIEW 


Exceptional opening for 
ambitious man who has had 
sound space-selling experience 
Particulars of age and experi- 
ence in strict confidence, to 
General Manager, = Fleet 


LAYOUT-VISUALISER. We require an 
experienced Agency Trained man who 
his ideas on paper and can 

produce clean slick Jayouts. 

Interesting position and good salary 
rite in confidence giving age. pre- 

vious experieme and salary tequired Ww 

Box 3106 Ad. Weekly 180 Pleet St BC4 


COPY CHIEF 
Wanted 


A medium-sized London Agency 
with an already considerable 
creative reputation wants a 
copy-writer of experience and 
genius to control and inspire 
its existing team of copy- 
writers, who know of this 
advertisement. Applications 
will be treated in strict confi- 
dence and should give details of 
career, aspirations and salary 
required. Write to: 
Creative Director 

Box 3159 

Advertiser's Weekly 188 Fleet 61 E04 


man 
Figure not x — 
. Details 


bor 3164 Ad. Weekly 180 Fleet St BC4 


PROCESS ENGRAVING. A_ Londeo 
House specialising in the service of 
. typesetting and foundry 

work to advertisers. has a vacancy on 
its Sales Staff. Applications are invited 
from experienced representatives. This 
appoinument — @ salary and com- 
mission. Our stall are aware of 


= edvertionment. Write in 


ADVERTISER'S WEEKLY 


APPOINTMENTS WANTED 


osm o~er Private Secre- 
Clerks. if you ate in urgent 


(WHiltebal 5924). 
cient perso : ——— 

VE.” keen man, 35, sound know 

of principles and exceptional 4; 

Opywriting, desires 
to devote all bis creative ability to the 
career of Advertising, and w Wain up 
for a fesponsible ce 
i with sational agency 
5116 Ad. Weekly \80 ‘Fleet St 2 e) 
YOUNG ~ WOMAN, gencral aii round 
4—4*— practical experience, letter- 
as jayoul, etc 

_Box 3114 Ad, Weekly 180 Fleet St ECS 
CREATIVE LAYOUT MAN. @ years 
Agency experiance socks programive 


Puosilion 

Box 3079 Ad. Weekly 180 Fleet St BOs 
CLASS SPACE SALESMAN re 

quires commission only part time space 

selling agency in Londo 

Box 3145 Ad. Weekly 180 Fleet Si BC4 


DO YOU REALLY SELL? 


Salary & oot of first impor 

offers xope for man with 

ability and initiative and 4 

suitable basis for reward by results. 
Box 3 


Box 3163 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


VERSATILE LADY with 12 yearns cm 
tence in advertising recently returned 

rom abroad requires employment as 
Secretary or assistant. Good shorthand 
typst. Able w work on own initiative 
Box 3144 Ad. Weekly 180 Fleet St =) 
VOUNG MAN, 24. 4 years overmeas ex- 
perience with large imicrnationa! agency 
in Media, Research, Studio, Commercial 
Radio, Copy/ Visualiser and assistam 
accoun cuccutive, sccks Position 
London agency of Advertising Depart- 


Bor. y47, Ad, Weekly 180 Flee: St BCS 
GENERAL MANAGER, experienced ad- 

muniswator. accountant organwct 

negotiator; creative mind secks post 

with scope. 

Box S192 A Ad. Weekly 180 Fleet %& BCs 
PRODUCTION /PRINT MANAGER, age 

31, secks change. Complete practical 


experience. Efficient organiser 
Box 3131 Ad. Weekly 180 Piece: St BC4 


EXECUTIVE 


Male, age 30. requires appointment 
with agency of advertising depart 
ment of manufacturer, Specialises in 
comtact plus salesmanship, print 
display and production Write, 


200 Hewitt Avenue, London, N.22 


posters, price tickets, 
progressive tion in 
=} Available le 

3135 Ad. Weekly 180 Fleet Si BC4 


SPECIAL ANNOUNCEMENTS 


—_———— 


100,000 OVERSEAS VISITORS 
are already planning to see Britain's top tourist town during Coronation 
year. 
LET THEM SEE YOUR ADVERTISEMENT in the 
STRATFORD-UPON-AYON VISITORS’ HANDBOOK, 1953 
—the only official pubiicacon of the Corporation of Seratiord-upon- 


mercial advertising. Page rate only (15. Agency 
Send for rave card and details to 


Avon which carries co: 
discount 15 per cent. 


Informs 


JOHN WHEATLEY 
» Off cor, Stratiord-upon-Avon. 


's Weekly 180 Fleet 6t B04 
JUNIOR COPYWRITER ‘LCS. 
toma) Pp d b és = 


opening in progressive agency. 
Box 3173 Ad. Weekly 180 Fleet St BC4 
STUDIO MANAGER 3), 
wishes to take up mew creative post ii 
the New Year. nh Midi. 


CTO) 
jong ya a E yf — 
Hy produc ired 
om 3146 Ad. “Weekly TB0 Fleet St BC4 
nist CLASS ALL-ROUND ARTIST 
creative, figure, design, lettering. layout 
scraper, ctc.. freelance afrangement 


ered. London area. 
Box 3143 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


COMmeEnCtAL ART STUDIO. Partner 
wante contacts A 


omete coose tor és 
or, develop 


ment. 

Box 3129 Ad. Weekly 180 ‘Fleet St BOs 
COMMERCIAL” ARTIST, ~ Opportunity 

occuts in an old cstablished Studio far 


mig! 
Free Lance man who finds he cannot 
both contact and p anaoute work. Apply 
in first instance 
Box 3153 Ad Weekly 180 Fleet St BC4 
ART SERVICE with Advertising Accounts 
availabie Also small Printing Works 
in 7 ines ong lease on 
Property piendid opportunity for Ad- 
vertaing Agents wishing to extend to 
Provinces. Replies from principals only 
mae treated in strictest confidence. 
x 3154 Ad. Weekly 180 Fleet St BO4 


paper-bound novels tw 
Juce similar books on profit-sharing 


Box 3128 Ad. Weekly 180 Ploet & BCs 
(Continued on page 396) 


*Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


peer errr rere 


‘tijden 


Here is part of another GMES 


If you want to see the whole of this 


typical “Giles”, there’s nothing simpler. 
The complete illustration, and another, 
just as amusing, form the covers of a 
little book that you will want to read 
for its own sake—and yours—if your 
employment has anything at all to do 
with advertising in its widest sense. 


If you have not already received a copy 
of “The Most Worthwhile Job in 
Advertising”, there is one waiting for 
you now at the National Advertising 
Benevolent Society, St. Paul’s House, 
62, St. Paul’s Churchyard, London, 
E.C.4. Drop a postcard to the Secretary 
for it, or telephone City 6208. 


This space has been made available to NABS by THE TIMES 


THurspay, NoveMBER 13, 1952 


STOP PRESS 


BIG B.I.F. 
CAMPAIGN 


Fair next year will be open to the 
afternoon and all day 


MAIL ORDER HOUSE 
SPONSORS 


First provincial advertiser to take 


sil 
ae 
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i 
‘ 
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From January 1, Na; 
Woolley Ltd. will be 
adv for Rensor ¢ 
suits (A. Rosner & Sons Ltd.). 


al 
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